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COMMENT 


Animal  peanuts 

The  Association  of  the  British  Pharmaceutical  Industry 
has  joined  with  the  British  Veterinary  Association  and  the 
Pet  Food  Manufacturers'  Association  to  form  a  new 
organisation,  the  Pet  Health  Council,  whose  objective  is 
to  "promote  the  health  and  welfare  of  pet  animals  in  the 
interests  of  both  pet  and  human  health"  (p696). 

A  highly  laudable  aim,  of  course,  and  one  which 
pharmacists  would  back  wholeheartedly — but  do  they 
always  have  the  opportunities  that  they  might?  And  if  not, 
who  are  the  groups  getting  in  the  way?  Why,  none  other 
than  the  organisations  promoting  the  Pet  Health  Council! 

The  Council  doesn't  have  enough  money  to  act  as  a 
public  information  service  on  pets  itself,  so  it  will  rely  on 
supplying  to  others  free  posters  and  leaflets  for  display 
and  distribution — a  wide  variety  of  situations  is  envisaged: 
"for  example,  libraries,  local  authorities,  dog  wardens, 
post  offices,  schools,  pet  shops,  chemists  and  even  public 
houses."  Unfortunately,  the  position  of  chemists  in  the 
list  seems  just  about  to  sum  up  the  industry's  appraisal 
of  the  pharmacists'  role  in  animal  health  matters. 

At  the  Press  conference  to  launch  the  Council,  Mr  Bruce 
Rhodes,  secretary  to  the  Pharmaceutical  Society's 
agricultural  and  veterinary  group,  asked  that  greater  use 
be  made  of  the  pharmacist.  He  reminded  the  conference 
that  from  the  end  of  February  anthelmintics  will  be 
available  mainly  from  pharmacies  and  that  some  six  million 
people  pass  through  the  doors  of  pharmacies  every  day. 
The  BVA  representative  had  an  answer,  however:  "I  would 
ask  pharmacists  to  make  sure  they  have  stocks."  Mr 
Rhodes:  "Veterinary  surgeons  don't  issue  many 
prescriptions."  BVA  representative:  "It's  chicken-and-egg". 

Unfortunately  it  isn't  just  "chicken-and-egg",  or 
pharmacists  in  rural  areas  would  have  assured  themselves 
of  the  available  (often  "survival")  business  long  ago.  Even 
when  vets  do  issue  scripts,  even  when  they  and  the 
animal  owner  wish  the  pharmacist  to  supply,  some 
companies  in  the  industry  refuse  co-operation — or  put 
hurdles  in  the  way  to  discourage  any  such  trade. 

This,  of  course,  applies  to  the  prescription  business 
which  is  the  main  interest  of  ABPI  members  (the  main  OTC 
business  comes  from  companies  outside  ABPI)  and  there 
is  considerable  commercial  logic  in  trying  to  ensure  that  no 
independent  professional  is  allowed  to  get  between  the 
supplier  and  his  customer,  the  vet.  But  perhaps  the 
pharmacist  is  being  encouraged  to  take  on  the  OTC 
business,  particularly  in  the  household  pet  market?  Not  a 
bit  of  it!  Even  as  the  ink  was  drying  on  the  Pet  Health 
Council,  Beecham  (who  are  prominent  on  the  Council) 
were  mailing  vets  about  Pet-tabs  and  Pet-tabs  Feline,  a 
new  vitamin-mineral  tablet.  They  are  "available  exclusively 
through  vetinary  surgeons,  thus  encouraging  a  more 
regular  liaison  with  your  clients",  says  the  literature.  And 
thus  saving  pet  owners  a  trip  to  the  chemist,  as  Sainsburys 
might  have  added. 

Admittedly,  the  Council's  leaflets  do  point  out  that  worm 
remedies  are  available  from  vets,  chemists  or  pet  stores 
(no  favouritism  though,  it's  "pet  shops  and  chemists"  for 
flea  preparations!).  But  that  is  small  comfort,  and  any 
chemist  exhibiting  the  posters  and  distributing  the 
literature  will  be  displaying  altrustic  qualities  of  the 
highest  order  in  the  interest  of  his  customers'  pets. 
Perhaps  sections  of  the  industry  would  care  to  re-examine 
their  motives,  too? 
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Doctor  dispensing 
appeal  go-ahead 


A  rural  Lincolnshire  family  medical 
practice  has  been  given  the  go-ahead  to 
bring  a  High  Court  appeal  in  its  bid  for 
permission  to  supply  drugs  direct  to 
patients. 

The  practice,  at  Saxilby,  Lines,  was  last 
week  granted  leave  by  the  Lord  Chief 
Justice,  Lord  Widgery,  and  two  other 
judges  in  the  Queen*s  Bench  Divisional 
Court  in  London  to  seek  a  "judicial 
review"  of  a  ruling  which  prevented 
direct  dispensing  of  drugs. 

Last  December,  Nottinghamshire 
Family  Practitioner  Committee  revoked 
the  arrangement  which  enabled  the  prac- 
tice to  dispense  drugs  to  those  of  their 
patients  living  in  the  country  who  had 
"serious  difficulties"  in  reaching  a 
chemist. 

The  Committee  had  earlier  conceded 
to  the  doctors'  "informal"  request  for 
help,  but  changed  their  minds  as  a  result 
of  "pressure  from  the  pharmaceutical 
industry  and  from  the  Pharmaceutical 
Society,"  said  counsel  for  the  practice, 
Mr  Robert  Webb. 

"Pharmacists  said  there  was  a  stand- 
still agreement  between  the  two  profes- 
sions and  that,  if  you  are  not  already  a 
drugs  dispenser,  you  cannot  become  one," 
said  Mr  Webb.  The  Committee  was  not 
represented  at  the  brief  hearing. 

'Bag  parks'  to  help 
combat  shoplifting 

Owners  of  Britains  biggest  stores  are  to 
'be  asked  to  install  "bag  parks",  where 
customers  can  put  their  bags  while  shop- 
ping, to  prevent  accidental  shoplifting. 

The  scheme  is  already  in  operation  in 
the  US  and  Sweden  and  Mrs  Regina 
Dollar,  the  organiser  of  the  National 
Consumer  Protection  Council  (NCPC) 
and  the  proposer  of  the  scheme,  believes 
they  are  a  step  forward  in  the  prevention 
of  unintentional  shoplifting. 

A  spokesman  for  Boots  said  that 
they  had  no  intention  of  introducing 
bag  parks  in  their  stores  as  they  are 
financially  and  practically  unrealistic.  He 
said  Boots  were  always  looking  at  new 
ways  to  combat  shop  theft  but  did  not 
'believe  that  bag  parks  were  practical  to 
operate,  and  nor  were  they  financially 
viable  considering  the  ground  floor  space 
they  would  occupy  in  High  Street  stores 
that  face  high  rents  and  rates. 

The  NCPC  has  the  support  of  Robert 
Adley,  conservative  MP  for  Christchurch 
and  Lymington,  who  is  a  co-author  of  a 
recently  published  booklet  "Take  it  or 
Leave  it"  which  proposes  that  the  escala- 
tion in  store  theft  is  "largly  due  to  the 
expansion  of  the  self  service  system". 
Included  in  its  recommendation  is  the 
incorporation  into  the  legal  code  of  a 
new    offence,    alongside    the  existing 


offence  of  deliberate  stealing,  of  "taking 
goods  from  a  shop  without  authority  and 
without  making  payment". 

The  booklet  is  available  (75p)  from: 
Mrs  V.  Carter,  27  St  Swithin  Street, 
Winchester,  Hampshire. 

Threat  to  small 
claims  court 

Mr  Gordon  Borrie,  Director  General  of 
Fair  Trading,  has  appealed  to  the  Greater 
London  Council  and  London  Boroughs 
Association  to  prevent  the  closure  of  the 
London  small  claims  court.  The  court 
is  due  to  close  on  Friday,  November  2, 
unless  the  GLC  steps  in  with  the  financial 
support  essential  to  keep  it  open.  Estab- 
lished in  1973  by  the  Westminster 
Solicitors'  Trust,  with  financial  assistance 
from  the  Nuffield  Foundation  and  more 
recently  the  eleven  borough  councils,  the 
court  faces  closure  due  to  government 
public  spending  cutbacks.  Mr  Borrie 
commented,  "1  understand  that  the 
threatened  withdrawal  of  funds  may 
mean  that  the  court  is  forced  to  close 
by  the  end  of  October.  The  court  pro- 
vides a  quick,  simple  and  informal  way 
for  consumers  to  get  redress  for  faulty- 
goods  or  services  for  as  little  as  a  £5  fee. 
I  hoped  the  GLC  and  LBA  would  be 
able  to  find  a  way  to  keep  this  valuable 
and  innovatory  service  alive  in  the  longer 
term,  particularly  as  it  does  its  work  on 
a  comparatively  small  budget." 


Publicity  boost 
for  pet  health 

A  new  national  association,  the  Pet 
Health  Council,  has  been  established  by 
the  Association  of  the  British  Pharma- 
ceutical Industry,  the  British  Veterinary 
Association  and  the  Pet  Foods  Manu- 
facturers' Association.  Tts  prime  objects 
will  be  to  "promote  the  health  and  wel- 
fare of  the  pet  animals  in  the  interests 
of  both  pet  and  human  health,  through 
pet  health  education." 

Among  the  Council's  functions  will  be 
the  provision  of  free  leaflets  for  the  pet 
owner — the  first  four  cover  fleas,  worms, 
animal  passions  and  killer  diseases — 
which  it  is  hoped  will  secure  more  distri- 
bution in  libraries,  pet  shops,  chemists, 
"and  even  public  houses".  Supplies  are 
available  from  the  Council  at  4th  floor, 
Walter  House,  418  Strand,  London 
WC2R  OPL  (comment  p695). 
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"Who  said  an  ill  wind  blows  no-one  any  good?" 


696    Chemist  &  Druggist 


3  November  1979 


More  regional  winners.  From  Yorkshire  and  Humberside  Miss  Janet  Rhodes  (left),  Mrs  Rosalie  Robinson  and  Mrs  Margaret  Smith. 
Mrs  Elizabeth  Wood,  Brechin,  a  pharmacist  on  the  North  East  Scotland  judging  panel  presents  a  sash  to  winner  Miss  Julie  Noble 
while  Mrs  Lena  Mearns  and  Miss  Barbara  Angus  look  on.  Also  present  is  Mr  Eric  Davis,  sales  manager,  William  Davidson  Ltd, 

Fees  increases  for 
Nl  contractors 

Northern    Ireland    contractors    are    to  premises  and  to  root  through  files,  copy 


receive  an  extra  4p  on  all  dispensing  fees 
(except  oxygen)  from  November  1. 

The  increase  is  an  interim  payment 
designed  to  raise  the  notional  salary  of 
working  proprietors  to  £8,155  from  April 
1,  1979.  This  is  to  be  increased  on 
January  1,  1980  in  line  with  the  index 
applied  to  England  and  Wales  contrac- 
tors. The  oxygen  fees  are  still  being 
negotiated. 

Some  other  factors  in  the  remuneration 
package  have  still  to  be  determined  and 
the  negotiators  intend  to  take  into 
account  the  report  of  the  Franks  panel 
looking  at  remuneration  of  contractors 
in  England  and  Wales.  The  report  is  due 
to  be  available  for  publication  on 
November  9. 

The  NI  Pharmaceutical  Contractors 
Committee  also  accepted  an  increase  in 
remuneration  for  coding  prescriptions. 
The  fee  is  to  be  increased  from  1.05p  to 
1.14p  per  item  from  June  1,  1979  and  to 
1.20p  per  item  from  August  1,  1979.  The 
coding  remuneration  is  to  be  further 
reviewed  on  January  1,  1980. 

For  whom  the 
doorbell  tolls 

An  Englishman's  home  (or  shop)  is  no 
longer  his  castle  according  to  a  new 
book  "An  Inspector  at  the  Door"  pub- 
lished jointly  by  the  National  Federation 
of  Self  Employed  and  Small  Businesses 
(the  Federation)  and  the  Adam  Smith 
Institute. 

The  book  identifies  201  types  of 
inspector,  from  the  all  too  familiar  VAT 
man  to  the  Atomic  Energy  inspector, 
who  have  at  least  243  powers  of  entry 
into  businesses  and  houses.  Mr  L.  Payne, 
the  Federation's  chairman,  said  the  prob- 
lem lay  not  only  in  the  number  of 
inspectors,  but  also  in  their  increasing 
powers  over  the  past  few  years — "Value 
Added  Tax  and  the  Health  and  Safety 
at  Work  Act  are  innovations  which  have 
given  official  power  to  enter  any  business 


or  seize  documents,  and  interrogate  any- 
one found  there.  There  is  mounting 
evidence  that  their  powers  are  often 
abused." 

VAT  inspectors  come  in  for  the 
harshest  criticism.  Several  VAT  officials 
were  reported  to  have  raided  a  Dartford 
man's  house  and  searched  his  home,  the 
outbuildings,  his  belongings  and  even 
his  child's  school  satchel.  Documents 
were  seized  as  "material  evidence"  but 
as  no  offence  was  discovered  the  case 
was  subsequently  dropped,  until  it  was 
taken  to  the  Ombudsman  who  found  the 
inspectors  had  "overstepped  their 
authority." 

The  book  details  each  inspector, 
classifying  them  via  symbols,  which 
depict  individual  power  of  entry  and 
seizure  etc.  .  .  .  ,  and  case  histories  look 
at  specific  instances  of  abuse  of  powers. 

"An  Inspector  at  the  Door"  (£2)  is 
available  from  the  Federation  at  52 
Shaftesbury  Avenue,  London  Wl. 

Batch  recall  on 
Cendevax 

Some  batches  of  Cendevax  rubella  vac- 
cine from  Smith,  Kline  and  French  have 
developed  stability  problems  and  should 
be  withdrawn  from  stock  and  returned 
to  the  company  or  to  usual  suppliers. 
The  affected  batches  are  monodose 
8J25RB44  (issued  June  18)  and  multidose 
8J25RC31  (issued  August  7). 

The  problem  is  attributed  to  specific 
batches  of  vial  stoppers.  SKF  say  there 
is  no  question  of  harm  to  patients  but 
adequate  immunisation  may  not  have 
been  achieved  where  the  batches  have 
been  used. 

The  reconstituted  vaccine  may  not 
meet  specific  titre  levels  particularly  if 
not  used  immediately.  SKF  suggest  con- 
firmation of  adequate  serum  and  anti- 
body levels  and /or  revaccination  should 
be  considered  for  patients  given  material 
from  the  affected  batches.  All  returns 
will  be  fully  refunded,  the  company  says. 


1979 

CHEMIST 
ASSISTANT 
OF  THE  YEAR 


Another  winner  is  on  her  way  to  the 
grand  final  of  the  Chemist  and  Druggist 
Chemist  Assistant  of  the  Year  competi- 
tion in  London  on  November  29. 

In  the  Yorkshire  and  Humberside 
regional  final,  Mrs  Rosalie  Robinson  of 
J.  Barrit,  37  Chanterlands  Avenue,  Hull, 
won  the  £100  first  prize.  Mrs  Margaret 
Smith  of  H.  Heaton,  61  Westgate  End, 
Wakefield,  Yorks,  was  second,  and  Miss 
Janet  Rhodes,  of  A.  H.  Govan,  29a 
Barnsley  Road,  Ackworth,  Pontefract, 
West  Yorks,  was  third. 

Further  study  for 
aerosol  dangers 

Existing  scientific  evidence  does  not 
warrant  tighter  controls  on  the  chemicals 
used  in  some  aerosol  propellants  accord- 
ing to  a  Government  report  issued  last 
week. 

But  the  report  does  call  for  the  further 
examination  of  the  effects  of  chloro- 
fluorcarbons  (CFCs)  on  the  ozone  layer 
of  the  earth's  atmosphere.  Over  the  next 
three  years  the  use  of  CFCs  in  aerosol 
propellants  is  expected  to  fall  to  approxi- 
mately 70  per  cent  of  the  amount  used 
in  1976.  This  would  fall  in  line  with 
Common  Market  proposals  to  cut  the 
use  of  CFCs  by  30  per  cent  by  1981. 

The  report  concludes  that  present 
research  is  based  on  "model  assumptions" 
which  are  not  yet  validated  and  although 
ICI,  the  largest  UK  producers  of  CFCs, 
have  been  asked  to  look  for  substitutes 
they  are  still  not  convinced  that  there  is 
a  need  for  any  action.  They  do,  however, 
intend  to  comply  with  the  European 
proposals. 

The  British  Aerosol  Manufacturers' 
Association  says  the  most  promising 
development  was  in  the  mixing  of  CFCs 
and  hydrocarbons,  though  the  move 
towards  hydrocarbons  would  be  costly. 
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Drug  stores'  gain  on 
pharmacies  halted 


The  cash  sale  gain  by  drug  stores  over 
pharmacies  during  the  first  half  of  1979 
was  arrested  slightly  over  the  July- 
August  period,  according  to  A.  C. 
Neilsen  the  research  company. 

In  the  latest  Retailer  Bulletin  drug 
stores  held  19.7  per  cent  o'f  cash  sales 
against  20.2  per  cent  for  May-June  and 
pharmacies  correspondingly  increased 
their  cash  sales  from  79.8  per  cent  to  80.3 
per  cent.  Total  sales  were  up  from 
£92.5  million  in  May- June  to  £1 80.7m  for 
July-August. 

Average  weekly  cash  sales  for  all 
pharmacies  and  drug  stores  were  up  16 
per  cent  on  the  previous  period  from 
£966  to  £1,116.  Multiples  and  co-opera- 
tives (excluding  Boots)  and  drug  stores 
did  less  well  as  sectors  with  12  per  cent 
increases  from  £1,190  to  £1,334  and 
£1,462  to  £1,642  resepectively.  Indepen- 
dent pharmacies  increased  the  most  with 
a  17  per  cent  rise  from  £842  to  £989. 

Following  the  trend  of  the  previous 
period  NHS,  represented  as  a  proportion 
of  total  turnover  in  pharmacies,  fell  to 
59.9  per  cent,  from  63.6,  in  independents 
and  47.5  per  cent,  from  52.7,  for 
multiples  and  co-ops. 

Total  cash  and  NHS  increased  to 
£209.2m  in  July-August  from  £204m  in 
May-June.  The  market  share  remained 
stable  between  independents,  with  86.1 
per  cent,  and  multiples  and  co-ops,  with 
13.9  per  cent.  The  average  number  of 
prescriptions  dispensed  during  July  was 
slightly  down  on  June  with  multiples  and 
co-ops  dispensing  2,298  against  2,371 
and  independents  2,748  against  2,833. 

Memorial  gift  to 
Birdsgrove  House 

An  original  painting  "Far  intake",  a 
moorland  scene  near  Howarth,  Yorkshire, 
painted  by  Joseph  Pighills  this  summer, 
has  been  presented  to  Birdsgrove  House 
in  recognition  of  the  service  given  to 


pharmacy  in  Bradford  by  the  late  Arnold 
Smith  Davy. 

Mr  Davy,  who  died  earlier  this  year 
whilst  on  holiday  abroad,  qualified  in 
1933,  was  chairman  of  the  Bradford 
Branch  of  the  Society  in  1950,  secretary 
of  the  Bradford  Pharmaceutical  Commit- 
tee 1955-1972  and  a  director  of  the 
Bradford  Chemists  Alliance  1964-1974. 

The  gift  was  handed  over  to  Mrs  Clark 
at  Birdsgrove  House  on  October  28  when 
those  present  included  Mrs  M.  Davy 
(widow),  Miss  'Gillian  Davy  (daughter), 
Dr  W.  Court,  chairman  of  the  Bradford 
Branch,  Mr  W.  H.  Chanter,  chairman 
local  pharmaceutical  committee  and 
Bradford  Chemists  Alliance  Ltd,  and  Mr 
J.  A.  Gray,  LPC  secretary. 

Exchange  controls 
abolished 

The  abolition  of  exchange  controls  by 
the  Government  last  week  took  financiers 
and  industrialists  alike,  by  surprise.  In 
the  long  term  the  removal  of  controls 
will  probably  mean  sterling  lowering  in 
value  as  a  result  of  larger  capital  out- 
flows, and  this  should  help  to  take  some 
of  the  competitive  pressure  off  industry 
produced  by  the  rise  in  the  £  this  year. 

'Labour  fears  it  would  lead  to  a  large- 
scale  outflow  of  capital  and  a  dangerous 
fall  in  the  amount  of  finance  available 
for  British  manufacturing  industry.  But 
Sir  Geoffrey  Howe,  Chancellor  of  the 
Exchequer,  stated  the  best  way  to  attract 
funds  for  a  domestic  industry  was  to 
provide  sound  investment  opportunities  in 
British  industry.  A  situation  which  will 
only  occur  with  the  promotion  of  addi- 
tional investment  overseas  and  the  sub- 
sequent expansion  of  British  markets — 
"Successful  investment  in  this  country 
does  not  depend  on  maintaining  a  ring 
fence  around  the  country." 

Companies  with  a  large  export  base 
will  doubtless  welcome  a  lower  sterling- 


dollar  rate  and  ICI  with  end  of  year 
figures  due  in  late  December  will  no 
doubt  show  some  benefits.  Even  stronger 
gains  should  be  shown  by  such  com- 
panies as  Beecham's  and  Glaxo  who  both 
have  a  substantial  export  trade. 

The  individual  now  has  the  freedom 
to  make  use  of  foreign  currency  in  any 
way  he  chooses,  including  opening  bank 
accounts  and  taking  unlimited  amounts 
abroad,  and  buying  property  overseas. 

Scottish  scripts 

The  average  cost  of  prescriptions  dis- 
pensed by  chemists  and  appliance  sup- 
pliers in  June  and  July  was: 

June  July 

P  P 

Ingredient  cost             210.7  216.7 

Oncost  •                         28.3  29.8 

Dispensing  fee               20.2  20.2 

Container  allowance         2.8  2.8 

Other  costs                     0.6  0.7 

Gross  cost                   262.6  270.2 

Less  charges                   7.6  11.5 

Net  cost  255.0  285.7 
Total  prescriptions  2,867,000  2,673,000 

Lemsip's  ten  years 

Lemsip's  tenth  birthday  was  celebrated 
recently  with  the  announcement  that  it 
now  sells  at  a  rate  of  70  million  sachets 
a  year  in  a  market  worth  £17m.  It  is 
estimated  that  around  i  million  doses  are 
taken  every  day  and  brand  leadership  is 
claimed  with  Lemsip's  30  per  cent  share 
— though  makers  Reckitt  &  Coleman  say 
that  leadership  was  achieved  earlier  in 
chemists  (1977)  than  in  the  overall 
market. 

To  mark  the  anniversary,  R  &  C  held 
a  celebration  draw  for  the  trade,  with  the 
winning  tickets  being  drawn  by  Arthur 
Wright — one  of  his  last  "outside"  func- 
tion before  retiring  last  week  as  director 
of  C&D.  Top  prize  of  £100  went  to  Mrs 
D.  Cook,  MPS,  of  Shanklin,  Isle  of 
Wight.  See  picture  below. 

For  the  future,  R  &  C  promise  that  the 
advertising  will  stay  interesting,  relevant 
and  attention-getting — and  they  say, 
"Look  for  Elder  Lemon — we  think  you'll 
like  him." 


Left:  Arthur  Wright,  who  retired  last  week  as  director  of  C&D,  picks  £100-worth  of  good  fortune  for  a  retail  pharmacist  on  behalf 
of  Lemsip  and,  right,  receives  from  Mr  Timothy  Benn,  deputy  chairman  and  managing  director,  Benn  Brothers  Ltd,  a  portable 
television  subscribed  for  by  colleagues  throughout  the  company 

— • 
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PHILIPS 


May 


PHILIPS 


7  we 

introducetwo  of  our 

finest  reps. 

You'll  have  met  our  lightweight  model  before. 

A  highly  efficient  hairdrier  that  does  especially 
well  every  Christmas,  thanks  to  its  wide  experience  in 
showrooms. 

Simply  one  of  the  best  sellers  in  the  business. 

Now  meet  our  Rainbow 


C7 


LIGHTWEIGHT 
HAIRDRIER.  HP4118 


RAINBOW  550.  HP4224 


550.  A  newcomer  to  the  team, 
but  no  novice. 

Already  its  new  wave 
looks  have  proved  it  a  winner 
in  consumer  research. 
While  a  direct  air  flow  and 
light  handling  make  it  more 
than  merely  stylish. 

Well  then,  we're  sure 
you'll  get  on  and  order  plenty 
of  supplies. 

You'll  find  our  reps 
represent  a  remarkable  range 
of  hairdriers.  And  altogether 
a  remarkable  sales 
force. 
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Simply  years  ahead. 
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If  you're  an  independent  chemist, 
you're  one  of  a  declining  number. 
Chemists'  shops  in  Britain  are  currentiy 
closing  at  the  rate  of  two  a  week. 

The  need  to  fight  the 
public  multiples. 

This  situation  has  developed 
because  the  local  chemist  has  difficulty 
remaining  economically  viable. 

Other 'local  shops'  are  facing  the 
same  problem. 

They  are  losing  their  business  to 
the  multiples  too. 

While  the  local  community  can 
possibly  do  without  some  of  the 
corner  shops,  the  local  chemist 
obviously  comes  into  another  category 
Your  service  is  vital. 

The  question  is, how  to  stay 
independent  and  still  compete  with  the 
buying  power  of  the  multiples? 

The  answer  is  UniChem. 

We  are  a  registered  Society  owned 
only  by  the  chemists  we  serve. 

To  become  a  member  you  must 
purchase  600  £1  shares  if  you  own  one 
shop. For  two  or  more  shops  1000 
shares. Your  money  is  not  at  risk  and  you 
can  withdraw  it  at  any  time. The 
purchase  of  shares  may  be  by 
instalments  if  you  wish. 

This  then  entitles  you  to  a 
handsome  rate  of  interest  on  your 
shares  and  a  distribution  of  profit  on 
your  purchases— all  of  which  are  very 
competitively  priced. 

That  alone  helps  you  compete 
with  the  multiples. 

But  UniCnem's 
protection  doesn't  stop 
there.  Because  pricing  is 
only  one  part  of  the 
multiples'advantage. 

The  otiier  is 
management  techniques 


Chain  store  technique 
without  becoming  one. 

By  using  WO.  L.E  you  can  benef 
in  a  number  of  ways.  Our  exclusive 
Warehouse  On  Line  Facility  is  one 
of  the  most  advanced  computer 
systems  devised  for  pharmaceutical 
wholesaling.  And  if  s  at  your  service . 

With  a  single  telephone  call  you 
have  an  instant  check  on  the  availabil 
of  some  20,000  prescription  and 
o.t.c.  lines. 

And  in  place  of  hiring  six  more 
hands  and  three  more  heads,  we  can 
offer  you  'Prosper' 

It's  a  profit-based  computerise 
management  systei 
again  exclusive  to 
UniChem.  This 
handy  device 
does  away  with 
time  consuming 


Thi 


stifle 

and  costly  paperwork 
while  giving  accurate 
computer  printed  price  stickers 
and  shelf  edge  labels. 

You  also  get  regular  computerise 
management  reports  that  help  you  sc 
out  the  slow  sellers. 

Put  up  the  Point 
To  Value  sign. 
And  watch  stocks  g( 
down. 

Si       We  can  offer  you  all  tl 
advertising  muscle  of  the 
W»,fiESfl       boys  ?  And  it  doesn't 
cost  you  a  penny 


ymbol  doesn't 
r  independence, 
rotects  it. 


Through  national  consumer 
advertising  to  point-of-sale  material 
we'll  attract  lots  of  new  customers  to 
your  shop.  To  benefit  from  all  this 
activity  just  put  the  Pointer  To  Value 
sign  in  your  window. 

You'll  soon  see  stocks  go  down, 
and  turnover  and  profits  go  up. 

Help  your  self  to  help 
others  too. 

We  are  offering  you  that 
opportunity  by  becoming  a  UniChem 


member.  It  is  something  to  consider 
very  carefully. 

Because  as  a  chemist  you  are  more 
than  a  business. You  also  perform  a 
vitally  important  social  role. 

So  by  helping  yourself  remain 
independent  you  can  help  others  too. 


Why  not  become  part  owner  of  your  c 

wn  wholesale  organisation? 

Write  off  now.  To:  UniChem,  Crown 

House,  Morden,  Surrey  SM4sEF. 

I  am  an  Independent  Retail  Pharmacist  and  woul 

Name 

i  welcome  more  information  about  UniChem. 

Addrrts 

i 

not. 

CD 


UniChem. With  us  you're  independent,  but  never  alone 


Diamines  controls 
to  be  relaxed 


PEOPLE 


Diamines  are  to  be  removed  from  control 
under  the  poisons  laws,  but  remain  sub- 
ject to  the  Cosmetic  Products  Regulations 
1978  '(SI  1978  No  1354).  These  regula- 
tions implement  the  EEC  Council 
Directive  on  the  approximation  of  the 
laws  of  Member  States  relating  to 
cosmetic  products  and  provide  for  the 
markings  of  containers  or  outer  pack- 
agings  of  certain  cosmetic  products 
containing  specified  substances  with  the 
information  and  precautions  to  be 
observed. 

At  present  diamines  when  present  in 
a  preparation  for  the  dyeing  of  hair,  are 
subject  to  controls  over  sale  and  supply, 
packaging  and  labelling  set  out  in  the 
Poisons  Act  1972  and  the  Poisons  Rules 


1978  made  under  it.  In  order  to  relieve 
manufacturers,  retailers  and  others  from 
having  to  comply  with  a  dual  set  of 
obligations  the  Poisons  Board  has  recom- 
mended to  the  Secretary  of  State  that  the 
entry  in  respect  of  diamines  in  Group  IT 
o'f  the  Poisons  List  1978,  together  with 
references  to  diamines  in  Group  II  of 
Schedule  3  and  paragraph  1  of  Schedule 
6  to  the  Poisons  Rules  1978,  be  deleted. 

The  Secretary  of  State  will  shortly  be 
considering  implementing  the  recommen- 
dations in  a  Statutory  Instrument.  Any 
objections  or  representations  should  be 
sent,  to  arrive  by  November  15.  to  the 
Under-Secretary  of  State,  Home  Office 
(Drugs  Branch),  Room  243,  50  Queen 
Anne's  Gate,  London  SW1H  9AT. 


This  advetfsewieMt  senf 
-fhe  sufferers  of  Sa0am(foM 

awl Ve^Y[^w$fowy 


Mtf!  DERMIDEX  Skin  Medicine 

from  the  makers  of  Mucron ,  Do-Do  and  Migraleve 


Three-fo!d  treatment 

Pain  and  irritation  relieved  -  Dermidex 

contains  a  local  anaesthetic. 

Infection  controlled  -  Dermidex  is  germicidal. 

Helps  healing  of  damaged  skin. 

(Full  information  has  been  sent  to  every 

chemist) 

Outstanding  test  market  results  show: 

exceptionally  high  consumer  demand 
*  complete  user  satisfaction  -  in-pack 
questionnaires  give  gratifying  95%  product 
efficacy 

%  overall  sales  rate  (all  chemist  types) 
AT  LEAST  EQUALTO  MUCRON 

Advertising  -  National  Launch 

Breaks  October-  LARGE  SPACE,  PRIME 
POSITIONS  in  all  major  national  newspapers. 


Please  ensure  you  have  stocks 

Order  NOW  either  direct  (1  2i%  launch 
discount  on  1  doz.  or  more)  or  from  your 
wholesaler.  Minimum  profit  of  50%  oncost. 
RETAIL  :  87p  (50g)  TRADE  :  £0.5043  each 

INTERNATIONAL  LABORATORIES  LTD., 

Sunbury-on-Thames,  Middx. 
(Tel :  Sunbury-on-Thames  8741 1 


Please  note  NEW  ADDRESS 
from  November  5th  1979. 

Wilsom  Road,  Alton,  Hants. 
(Tel :  Alton  881  74) 


|Pl  Pharmacy  only 


DERMIDEX 

Sieves  the  pain 
I'Uiino  Skin 


The  immediate  past-president  of  the  PSNI, 
Mr  S.  Moore  investing  the  new  president, 
Mr  R.  G.  Dillon  with  his  chain  of  office  at 
the  October  council  meeting. 

Mr  R.  G.  Dillon  has  been  elected  presi- 
dent of  the  Pharmaceutical  Society  of 
Northern  Ireland  succeeding  Mr  S. 
Moore.  Miss  M.  J.  Watson  was  elected 
vice-president  and  Mr  G.  E.  Mcllhagger 
re-elected  treasurer. 

James  Lear,  who  this  week  takes  over 
from  Arthur  Wright  as  publishing  direc- 
tor of  C&D  and  its  associated  publica- 
tions, is  no  stranger  to  the  industry — or 
to  C&D  itself. 

He  began  his  career  in  the  research 
laboratories  of  Distillers  Co  and  after 
National  Service  became  a  sales  executive 
for  the  London  representatives  of  a  group 
of  West  African  publications,  including 
the  West  African  Medical  Journal  and 
the  West  African  Pharmacist.  In  1963  he 
was  appointed  the  first  advertisement 
manager  of  Beauty  Counter,  a  post  he 
held  until  1970  when  he  joined  C&D  in 
a  similar  capacity. 

Later  that  year  C&D  was  acquired  by 
Benn  Brothers  Ltd,  who  were  soon  to 
provide  Mr  Lear  with  opportunities  in 
new  fields.  He  was  appointed  publisher 
of  C&D  in  February  1975  but  subse- 
quently moved  to  Benn's  Tonbridge 
offices  where  he  has  been  responsible  for 
three  monthly  journals,  the  Group's 
Directories  (including  C<£D's)  and  Benn 
Business  Promotions.  On  the  formation 
of  Benn  Publications  Ltd  in  1977  he  was 
appointed  a  director  and  earlier  this  year 
took  over  as  publishing  director  for  the 
Group's  gas  and  printing  industry 
publications. 
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Mr  Ian  Macfadyen  receiving  his  trophy 
from  Mr  Norman  Sampson,  deputy 
chairman,  Unichem 


Mr  Ian  Macfadyen,  9  Kelvinside,  Glas- 
gow, has  won  the  Pharmacist  Golfer  of 
the  Year  tournament  for  the  second 
successive  year.  The  tournament,  run 
jointly  by  Unichem  and  Collate  was 
played  at  the  Ferndown  Golf  Club  near 
Bournemouth.  Mr  Macfadyen  was  pre- 
sented with  his  prize,  the  Unichem  trophy 
and  replica  and  a  set  of  four  Gary  Player 
woods,  by  Mr  Norman  Sampson,  deputy 
chairman  Unichem  and  Mr  Craig  Tate 
director  of  marketing  Colgate-Palmolive, 
at  the  banquet  following  the  final. 

Other  prize  winners  were  Mr  J.  Don- 
nelly of  Burford.  Mr  B.  Williams  of 
Strathclyde,  Mr  C.  Douglas  of  the  Tsle 
of  Scilly,  Mr  J.  Sinclair  of  Edinburgh, 
and  Mr.  J.  Williams  of  Hove. 

Mr  K  Gor  MPS,  of  White  &  Jones  Ltd, 
Station  Road,  Letchworth,  Herts,  held 
an  open  evening  last  week  for  the 
ladies  of  the  town.  His  purpose  was  to 
demonstrate  the  range  of  products 
offered  for  sale  in  his  pharmacy.  About 
240  people  attended  and  the  evening  was 
described  as  a  "great  success''. 

A  film  was  shown  and  a  talk  given 
on  skin  care  by  Vichy,  and  Wella 
demonstrated  their  new  Ultra  Care 
range  of  hair  preparations.  Added  to 
this  Mr  Gor  displayed  his  wide  range 
of  perfumes  from  such  houses  as  Chanel, 
Givenchy.  Worth.  Dior,  Rochas, 
Hermes,  Gres  and  Houbigant. 

Deaths 

Wotherspoon:  On  October  5,  Mr  John 
Wotherspoon.  MPS,  of  Flat  2,  21  North 
Brink,  Wisbech,  Cambridgeshire,  aged  90 
years.  Mr  Wotherspoon  registered  in 
1920. 

News  in  brief 

□  Supplement  5  to  Approved  Names 
1977  has  been  published  by  the  Medi- 
cines Commission. 

□  The  total  number  of  prescriptions  dis- 
pensed by  chemist  contractors  in  England 
during  July  was  25,251.410  at  a  total  cost 
of  £62,339,636.89  and  an  average  cost  of 
£2.46  per  prescription.  The  total 
number  of  forms  was  15,366.965. 

□  Chemists  and  appliance  suppliers  in 
Northern  Ireland  in  June  dispensed 
1,051,893  prescriptions  (654,629  form's) 
at  a  to<tal  gross  cost  of  £2,747,489  repre- 
senting an  average  cost  of  £2.61  per 
prescription. 


TOPICAL  REFLECTIONS 

by  Xrayser 


A  week  for  hope 

It's  been  a  good  week  for  news  comment  for  now  we  know  that  we  are 
about  to  hear  the  first  report  from  the  independent  panel  of  assessment 
— and  that  we  may  reasonably  expect  sympathetic  recommendations. 
Indeed,  the  PSNC  chairman  says  he  expects  a  "very,  very  good" 
panel  report.  Without  being  so  sanguine  as  to  expect  a  Government 
pushover  I  think  we  have  been  unexpectedly  fortunate  in  the  members 
of  the  panel  who  were  net  prepared  to  rubber  stamp  the  status  quo  as 
a  sop  to  Government  pressure,  but  took  their  brief  seriously. 

They  said  they  found  an  unsatisfactory  state  of  affairs  (we  knew  it 
to  be  vague  and  without  redress  for  some  unfortunate  contractors)  and 
instead  of  a  hasty  round-up  of  obvious  shortcomings,  they  spent  a  lot  of 
time  producing  a  comprehensive  study.  I  don't  know  what  it  will  say,  but 
any  thoughtful  clearing  of  the  contracting  air  can  only  be  beneficial  in 
our  present  state  of  confusion. 

Being  able  to  guess  at  the  size  of  the  task  taken  on  by  the  panel,  we 
can  appreciate  the  reserve  with  which  the  PSNC  and  the  Pharmaceutical 
Society  viewed  that  unwanted,  unnecessary,  Lambeth  walk  to  Downing 
Street,  a  misguided  attempt  to  ginger  up  a  process  already  coming  to 
fruition.  I  have  no  doubt,  however,  that  the  PSNC  will  add  to  the 
education  of  its  new  member,  Mr  Blum. 

Wholesale  destruction 

How  are  you  getting  on  with  your  wholesalers?  Full  range  of  stock? 
OTC  lines?  Well  I'm  not.  I've  never  had  so  many  out-of-stocks,  makers- 
cannot-supply,  discontinued  (discontinued  by  whom,  we  ask,  for  the 
products  are  still  in  the  list) .  The  real  trouble  is  that  having  surrendered 
to  the  discount  trap,  I  now  have  only  two  suppliers  to  call  on  daily. 
While  they  should  in  theory  be  complementary,  it  doesn't  seem  to  be 
working  out  that  way-  I  feel  distinctly  mean  and  uncomfortable  when 
ringing  the  third  to  ask  for  the  odds  and  ends  I  can't  get  elsewhere,  but 
so  far  he  hasn't  stopped  supplying.  Perhaps  he  feels  that  any  business 
is  better  than  none,  so  long  as  it  is  at  full  margin. 

Already,  now  that  the  first  shock  of  open  discounting  is  over,  we 
have  clear  signs  that  firms  are  tightening  up  their  administration  and 
stock  control  to  the  point  of  hard  weeding  of  the  slower  lines.  We,  in 
consequence,  must  train  our  customers  to  accept  longer  delays  in 
getting  what  they  want.  I  had  a  letter  from  a  chemist,  who  had  been  told 
that  one  of  his  near  competitors  had  decided,  with  two  shops,  to  go 
100  per  cent  Unichem  and  expected  to  pick  up  another  £200  per  month 
in  profit  from  the  change,  even  though  he  would  lose  some  sales  through 
out-of-stocks — and,  more  critically,  would  have  to  refuse  scripts  or 
persuade  the  patients  to  wait.  The  shops  were  owned  by  a 
non-pharmacist,  a  businessman  applying  cold  logic  to  the  situation  in 
which  he  finds  himself. 

If  it  is  true  (though  frankly  I  don't  see  how  anyone  in  retail  pharmacy 
could  manage  without  a  backup  supp'ier)  his  pharmacist  managers  will 
be  facing  an  interesting  moral  dilemma,  for  they  are  under  professional 
and  contractual  obligation  to  provide  prescription  medicines  promptly. 
But  who  knows?  In  two  or  three  years  we  may  all  find  ourselves  in 
something  of  the  same  position  if  the  gloomy  predictions  of  the 
wholesalers  themselves  come  true  and  we  end  up  with  only  two  or  three 
nationals. 

Good  practice 

The  PSNC  has  approved  in  principle  that  there  should  be  a  basic 
practice  allowance,  for  existing  contractor  pharmacies — and  new  ones, 
if  they  are  two  miles  away  from  any  others.  As  a  first  step  towards  making 
leapfrogging  slightly  less  attractive  it  sounds  good.  But  how  will  future 
consortium  pharmacies  in  medical  centres  be  treated? 
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COUNTERPOINTS 

Vanamil  test  market 
sharpened  by  R-M 


Richardson-Merrell's  entry  into  the  ant- 
acid market  may  seem  a  strange  bed- 
fellow for  Vicks  cold  products,  Milton 
baby  products,  teenage  skin  care  and 
Oil  of  Ulay,  but  the  reason  was  for 
growth.  In  the  indigestion  remedy  mar- 
ket R-M  saw  a  major  opportunity  for  a 
new  product. 

They  discovered  that  the  market  is 
large  and  static — worth  £15  million  at 
rsp,  representing  44  million  packs.  The 
market  is  doubled  if  prescription  medi- 
cines are  included. 

The  proprietary  market  was  found  to 
be  dominated  by  good  products  which 
worked  and  to  which  indigestion  suffer- 
ers showed  good  brand  loyalty.  However, 
they  dealt  only  with  excess  acid  and  R-M 
research  showed  sufferers  also  required 
relief  from  the  painful,  bloated  feeling 
that  frequently  accompanies  indigestion. 

Use  of  simethicone 

Richardson-Merrell  looked  to  the  pres- 
cription market  for  a  superior  formula- 
tion and  decided  on  a  blend  of  aluminium 
and  magnesium  hydroxides  with  the 
anti-foaming  agent  simethicone  which 
they  have  had  on  test  market  for  a  year 
as  Vanamil.  In  vitro-  demonstrations  show 
that  in  addition  to  releasing  trapped  gas 
bubbles,  simethicone  increases  the  rate 
at  which  excess  acid  can  be  neutralised. 

Further  study  of  the  market  showed 
that  the  trading  profile  is  dominated  by 
the  chemist  in  sterling  terms.  However, 
over  the  past  three  years  chemists  have 
lost  six  per  cent  to  grocers — "a  trend 
that  shows  no  sign  of  changing." 


Sterling  % 

Units  % 

Chemists 

56 

42 

Grocers 

33 

45 

Others 

11 

13 

100 

100 

Looking  at  the  proprietary  market,  the 
bulk  of  sales  of  advertised  brands  do  not 
go  through  chemist  outlets,  say  R-M. 


%  market         %  brand 
sales 
through 
chemists 

Rennie  38  24 

Setlers  12  33 

Milk  of  Magnesia     14  27 

Thus  the  chemist  is  not  the  main  bene- 
factor of  advertising.  Currently  Vanamil 
is  available  only  through  chemists. 

Who  are  the  indigestion  sufferers? 
R-M  discovered  that  they  represent  over 
a  third  of  the  UK  adult  population, 
10  per  cent  of  whom  consume  86  per 
cent  of  the  remedies — the  "frequent 
sufferers." 


Age 

16-34 

35-54     55  + 

Adult 

population  % 

36 

31  33 

Frequent 

sufferers  % 

22 

32  44 

Male 

Female 

48  %  population  suffer 

52% 

Adult 

Frequent 

population  % 

sufferers  % 

ABCl 

36 

33 

C2 

33 

27 

DE 

31 

40 

Indigestion  sufferers  consumption 

%  Adult 

%  Antacid 

population 

consumption 

Daily 

2.3 

57 

Several  times 

per  week 

3.4 

19 

Once  a  week 

4.4 

10 

Total  frequent 

sufferers 

10 

86 

Light  user 

26 

14 

Never  suffer  64 


Total  100  100 

Vanamil  was  launched  into  test  mar- 
ket in  May  1978  in  two  pack  sizes,  18s 
and  36s,  and  achieved  a  successful  sell-in. 
R-M  claim  that  within  six  months  an  8 
per  cent  sterling  brand  share  was  achiev- 
ed— equal  fourth  in  the  chemist  sector. 
Consumer  awareness  was  44  per  cent. 
The  launch  was  supported  with  display 
units,  counter  cards.  Press  announce- 
ments and  samples  mailed  out  to  retailers, 
plus  a  television  commercial  called 
"truck  driver". 

This  year  Richardson-Merrell  are 
sharpening  their  test-market  advertising 
with   a   stronger   commercial,  showing 


product  uniqueness  and  inducing  intent 
to  purchase.  Two  weights  of  television 
advertising  will  be  tested.  In  addition, 
consumer  sampling  through  the  chemist 
will  continue,  plus  new  display  material 
and  a  new  larger  pack  size  to  better  meet 
the  needs  of  frequent  sufferers  will  be 
introduced  in  the  new  year.  Richardson- 
Merrell  Ltd,  20  Queensmere,  Slough, 
Berks. 

Ravina  earrings 

A  new  range  of  fashion  earrings  de- 
signed to  "open  up  the  earring  market" 
is  being  launched  by  Ravina  at  the 
Wholesale  Buyer's  Gift  Fair  in  London 
this  month.  Made  of  nylon  and  avail- 
able in  a  variety  of  bright  colours,  as 
well  as  muted  shades  for  more  mature 
women,  the  range  includes  geometries, 
drops  and  novelty  designs.  The  disco 
colours  include  electric  blue,  vivid  pink 
and  scarlet.  They  will  be  blister-packed 
under  the  Celeste  name  to  tie  in  with 
Ravina's  hair  accessory  range. 

"This  packaging  will  allow  retailers, 
like  chemists,  who  have  previously  left 
earrings  to  the  jewellery  business,  to 
develop  their  business  in  this  area,"  said 
Roy  Duckers,  Ravina's  marketing  direc- 
tor. "As  far  as  we  are  aware  no  other 
earrings  are  blister  packed.  They  are  de- 
signed to  open  up  the  market." 

Display  stands  and  other  point-of-sale 
material  will  be  available.  Recommended 
retail  price  of  the  earrings  will  range 
from  approximately  £0.60  to  £1.20  per 
pair. 

The  range  is  for  pierced  ears  only  be- 
cause market  research  showed  that  95 
per  cent  of  women  wearing  earrings  had 
pierced  ears.  The  Celeste  range  will  use 
earwires  made  of  gilt  plated  nickel- 
silver  wire  supplied  by  Britain's  biggest 
manufacturer  of  earring  fittings.  Ravina 
Ltd,  3  Barton  Road,  Water  Eaton  Indus- 
trial Estate,  Bletchley,  Milton  Keynes, 
Bucks. 

Faberge  offers 
for  1980 

Two  offers  from  Faberge  will  be  on 
counter  during  January  and  February 
1980.  Uncartoned  spray  colognes  (25ml 
£1.45)  of  Kiku  and  Babe  will  be  avail- 
able. The  price  represents  a  saving  of 
£0.80  on  the  normal  price  of  these  pro- 
ducts when  cartoned.  The  sprays  will 
be  available  in  a  counter  display 
merchandiser. 

Savings  of  £1  are  offered  on  the 
regular  price  of  Brut  45ml  splash  and 
40ml  spray  lotions.  The  packs  are 
banded  with  information  of  this  offer. 
Faberge  Lnc,  Ridgeway,  Iver,  Bucks. 
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Miners  relaunch  for  a 
sophisticated  1980  market 


Miners,  a  range  of  cosmetics  which  be- 
gan in  the  States  as  theatrical  make-up 
in  1856,  has  prepared  itself  for  the 
1980s.  Smith  &  Nephew  are  relaunch- 
ing the  total  range  with  new  packag- 
ing, new  colours,  new  promotions  and 
products.  Miners  have  always  prided 
themselves  on  keeping  their  range  up 
with  the  fashions  in  it's  own  market 
sector.  The  50s  was  a  'boom  time  for 
cosmetics  and  Miners  products  were 
aimed  directly  at  the  teenage  market. 
This  theme  was  continued  in  the  60s 
and  early  70s  when  the  target  group  for 
Miners  products  was  young,  fashion 
conscious  schoolgirls. 

With  the  increased  sophistication  of 
these  girls  during  the  latter  part  of  the 
70s  the  range  changed  again,  catering 
for  these  more  demanding  young 
women.  Research  proved  to  Smith  & 
Nephew  that  they  had  a  good  brand  in 
Miners,  one  that  was  liked  and  res- 
pected both  for  quality  and  price,  but 
the  packaging  was  not  proving  so 
popular. 

Further  consumer  research  elicited 
the  new  pack  design  which  is  in  a  black- 


berry blue  and  features  the  use  of  a 
slant — slanted  caps,  slanted  compacts 
and  slanted  lipstick  bullets. 

A  skin  care  range  has  been  added  to 
the  list  of  Miners  products,  comprising, 
cleanser,  freshener,  moisturiser  and  an 
eye  make-up  remover. 

"From  a  quality  and  visual  point  of 
view,  the  new  Miners  is  positioned  with 
Factor,  Yardley  and  Revlon  .  .  .  but 
there  are  differences.  Our  packaging  is 
much  younger,  and  our  price  position- 
ing is  much  lower.  It  is  our  objective", 
says  the  company,  "to  remain  an  in- 
expensive mass  market  young  brand." 

There  is  a  new  range  of  matching  lip 
and  nail  shades  available  in  six  shades. 
This  extra  cover  range  (£0.60)  is  said 
to  have  twice  the  coverage  of  normal 
ranges  and  needs,  therefore,  only  one 
application  for  sufficient  coverage. 

Another  new  lip  product  which  will 
be  available  for  sale  later  this  month 
is  Miners  Super  Shiner  (£0.65).  This  is 
a  lip  cream  with  an  automatic  sponge- 
tipped  applicator  in  nine  shades. 
Miners  Make-up,  Hook  Rise  South, 
Surbiton,  Surrey. 


Big  pre-Christmas 
boost  for  Ladyshave 

Another  television  advertising  boost  is 
scheduled  for  Philips  Ladyshave,  begin- 
ning November  19  for  five  weeks,  says 
the  company.  This  will  be  the  second 
national  television  campaign  this  year 
for  Ladyshave,  and  will  run  through 
peak  pre-Christmas  buying  time. 

Commenting  on  their  sales  success, 
Barry  Coldbreath,  marketing  manager 
of  Philips  Small  Appliances,  says, 
"Heavy  advertising  in  the  ladyshave  sec- 
tor has  contributed  towards  the  tremen- 
dous rise  in  consumer  awareness  of  our 
products.  1979  will  be  another  record 
year  for  Philips  Ladyshave  sales,  and 
this  new  television  campaign  will  con- 
solidate our  market  lead".  Philips  Elec- 
trical Ltd,  City  House,  240  London 
Road,  Croydon,  Surrey  CR9  3QR. 

Kleenex  promotions 

Two  new  Kleenex  for  Men  promotions 
are  about  to  be  launched.  The  latest 
promotion,  which  runs  until  December 
31,  is  the  "cashmaker"  in  which  con- 
sumers are  offered  up  to  £0.75  cash  in 
exchange  for  proof-of-purchase  tear  out 
panels. 

_  Kimberly-Clark  says  the  total  facial 
tissues  market,  including  branded  and 
private  label,  is  worth  about  £55  million 
at  rsp.  This  company  claims  about  45 
per  cent  of  the  branded  market  and  says 
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that  the  mansize  tissue  market  grew 
16.7  per  cent  during  the  first  nine  months 
of  this  year.  Advertising  plans  will  con- 
centrate on  television  during  the  winter 
season.  Kimberley -Clark  Ltd,  Larkfield, 
Kent. 

Galenco's  gift 

Galenco  have  introduced  a  gift  pack  for 
their  deep  moisturising  bath  foam  and 
deep  penetrating  skin  conditioner.  The 
pack  (£4.98) — an  attractive  flowered 
box — contains  one  250ml  bottle  of 
Galenco's  deep  moisturising  bath  foam 
and  the  same  size  of  Galenco's  deep 
penetrating  skin  conditioner.  Galenco 
Cosmetics  (UK)  Ltd,  6  The  Broadway, 
Thatcham,  Newbury,  Berks. 


Winter  insole 
from  Combe 


A  new  winter  insole  has  been  introduced 
by  Combe  International.  Foot  warmers, 
according  to  the  company,  incorporate, 
for  the  first  time,  insulation  from  the  cold 
together  with  Odor  Eater's  charcoal 
foam.  Combe  say  research  figures  suggest 
Foot  warmers  are  67  per  cent  more 
efficient. 

Foot  warmers  (£1.19)  come  in  one  size 
and  can  be  trimmed  to  fit.  They  are 
available  in  display  outers  of  12.  Combe 
UK  Ltd,  A.M. P.  House,  Dingwall  Road, 
Croydon,  Surrey. 

Calendar  offer 

May  and  Baker  are  offering  a  two-year 
wall  calendar  for  the  years  1980-81.  The 
calendar  is  marked  out  in  a  grid  with  a 
square  for  every  day  of  the  year  and 
has  a  wipe-clean  surface,  which  permits 
alterations.  Measuring  38x241in  (£1) 
the  calendar  is  available  from  May  & 
Baker  Ltd  (wall-planner  offer),  Essex 
House,  15  Station  Road,  Upminster, 
Essex  RM14  2JT. 


The  Uxbridge 
branch  of 
Kingswood 
Chemists  Ltd,  has 
been  awarded  first 
prize  in  the 
window  display 
competition  by 
H.  Bronnley  &  Co. 
(I  to  r)  Mrs  Gladys 
Rossiter,  managing 
director  of 
Bronnley 
presenting  the 
prize  to  Mr  A. 
Patel,  MPS, 
manager. 
Mr  Christopher 
Hill,  Kingswood 
area  manager 
looks  on. 
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COUNTERPOINTS 


Two  consumer  offers  from 
Johnson  &  Johnson 


During  November  and  December,  John- 
son &  Johnson  are  offering  consumers 
a  free  Duplo  toy  boat  by  Lego.  Selected 
packs  of  Johnson's  cotton  buds  will 
carry  tokens,  and  will  be  marked  "free 
Duplo  toy  boat".  The  boat  is  said  to  be 
worth  £1.10  and  consumers  can  get  one 
free  by  returning  five  tokens  from  any 
of  the  four  sizes,  together  with  lOp 
towards  postage. 

This  on-pack  promotion  will  be  sup- 
ported at  point-of-sale  by  shelf  strips  as 
well  as  pre-packed  shelf  units,  contain- 
ing all  four  sizes  of  cotton  buds.  Press 
advertisements,  featuring  the  promotion, 
will  appear  in  Mother,  Mother  &  Baby 
and  Living  until  December. 

Johnson's  are  also  offering  a  free  gift 
to  consumers  with  Baby  Dry  one-way 
liners.  Four  Tommee  Tippee  baby  pants 
will  be  available  during  November  and 
December. 

Selected  packs  of  Baby-Dry  nappy 
liners  will  carry  tokens,  and  will  be 
flashed  "free  baby  pants  offer".  The 
pack  of  four  white  Tommee  Tippee 
pants  is  said  to  be  worth  £0.65  and 
consumers  will  be  able  to  get  a  free 
pack  by  returning  four  tokens  from  the 
50s  and  100s  sizes  of  Baby-Dry  nappy 
liners.  This  on-pack  promotion  will  be 
supported  at  point-of-sale  by  dump  bins 
and  shelf  strips.  Johnson  &  Johnson 
Ltd,  260  Bath  Road,  Slough,  Berks. 

Fresh  Wipes 

Fresh  Wipes,  have  been  launched  by 
Freshtex  (£0.85).  They  are  said  to  be 
the  first  branded  pack  to  sell  more 
than  50  tissues  for  under  £1. 

Fresh  Wipes  are  a  development  from 
the  baby  wipes  which  have  been 
marketed  under  the  Zorbit  label.  Be- 
cause the  product  is  not  paper,  but  a 
non-woven  fabric,  it  is  said  to  have  a 
high  wet  strength. 

The  company  believes  that  there  are 
clear  signs  that  the  market  has  been 

ON  TV 
NEXT  WEEK 

Ln — London,  M — Midlands;  Lc — Lancashire;  Y — 
Yorkshire;  Sc— Scotland;  WW— Wales  and  West; 
So — South;  NE — North-east;  A — Anglia;  U— Ulster; 
We — Westward;  B — Border;  G — Grampian; 
E — Eireann;  CI — Channel  Island. 

Alka  Seltzer:  All  areas 
Anadin:  All  areas 

Buttercup  cough  syrup:  M,  Lc,  Y,  So,  WW, 

NE,  We,  B 
Galloways:  Ln,  So,  A 
Impulse:  All  areas 
Melody:  Ln,  M,  Lc,  Y,  So,  We,  NE 
Noir  aftershave:  All  areas 
Wondra:  Y,  NE 


extended  beyond  the  babycare  field  and 
into  general  family  use — women  are 
using  wet  tissues  as  make-up  removers, 
they  are  also  becoming  a  must  on  long 
journeys  as  a  substitute  for  a  quick 
wash.  They  not  only  cleanse,  but  also 
freshen — and  they  are  easily  disposable. 
Fresh  Wipes  will  have  a  wide  distribu- 
tion through  major  multiples,  grocery 
outlets  and  chemists.  Freshtex,  Celanese 
House,  Hanover  Square,  London  Wl. 

Econoshave  and 
Dove  distribution 

Following  reorganisation  all  Econoshave 
and  Dove  invoicing  and  distribution  will 
be  undertaken  by  Glendon  Packaging  Co 
Ltd,  Church  Street,  Emley,  nr  Hudders- 
field,  West  Yorks  HD8  9RR  (Tel  0924- 
848722).  Holdwood  International  Market- 
ing will  continue  as  exclusive  sales  agents. 

PRESCRIPTION 
SPECIALITIES 

QUINODERM  lotio-gel 

Manufacturer  Quinoderm  Ltd,  Man- 
chester Road,  Oldham,  Lanes  OL8  4PB 
Description  Homogeneous  astringent  gel 
with  consistency  of  creamy  white  lotion, 
containing  colloidal  benzoyl  peroxide  10 
per  cent  and  potassium  hydroxyquinoline 
sulphate  0.5  per  cent 
Indications  Acne 

Administration  Gentle  massage  over  all 
affected  area,  one  to  three  times  daily 
Precautions  Over-reaction  may  occur  in 
a  few  isolated  cases.  To  minimise,  select 
small  area  of  skin  behind  ear,  apply 
lotio-gel  and  leave  for  12  hours.  If  severe 
irritation  or  pronounced  redness  occurs, 
do  not  proceed 

Storage  In  cool  place  avoiding  extremes 

of  temperature 

Packs  30ml  (£0.87  trade) 

Supply  restrictions  Pharmacy  Only 

Issued  October  1979 

MINIMS  TROPICAMIDE 

Manufacturer  Smith  &  Nephew  Pharma- 
ceuticals Ltd,  Bessemer  Road,  Welwyn 
Garden  City,  Herts 

Description,  Single  dose  (0.5ml),  clear 
colourless  eye  drops  containing  tropica- 
mide  0.5  per  cent  and  1  per  cent 
Indications  Short  acting  mydriatic  with 
moderate  cycloplegia 
Contraindications  Narrow  angle  between 
iris  and  cornea 

Administration  Adults  One  drop  followed 
by  another  after  five  minutes,  with  a 
further   one   or   two   drops   after  30 


minutes  if  required;  Children  Discretion 
of  physician 

Storage  Cool  place  away  from  strong 
light 

Packs  20,  £2.85  trade 

Supply  restrictions  Prescription  Only 

Issued  November  1979 

PANTOPON  injection 

Manufacturer  Roche  Products  Ltd, 
Broadwater  Road,  Welwyn  Garden  City, 
Herts 

Description    Tubunic    ampoule  syringe 
containing  20mg  Pantopon  (opium  alka- 
loids equivalent  to  lOmg  of  anhydrous 
morphine)  in  1ml 
Indications  Relief  of  severe  pain 
Dosage  Adults  Contents  of  one  ampoule 
by  intramuscular  injection;  Children  \  to 
\  ampoule  according  to  age 
Precautions  Administer  with  caution  to 
elderly,  debilitated,  where  liver  damage 
or  head  injuries  present,  or  with  con- 
current MAOIs  (and  within  two  weeks  of 
withdrawal).  Alcohol  should  be  avoided 
during    treatment.    Reactions    may  be 
modified 

Side  effects  Nausea,  vomiting,  constipa- 
tion, confusion 

Note  In  overdosage,  naloxone  or  nalor- 
phine are  antidotes.  Pantopon  should  not 
be  used  if  syringe  deformed  or  corroded 
Storage  Below  30°  C 
Packs  5,  £6  (trade) 
Supply  restrictions  MDA,  POM 
Issued  October  1979 

Surgicare  additions 

Squibb  are  introducing  two  additions  to 
their  Surgicare  range — activity  pouches 
(system  2)  and  Urihesive  strips.  System 
2  comprises  two  pouch  covers  (£2.55 
trade),  four  activity  pouches  (£6  trade) 
and  two  drainable  pouches  (£3.52  trade). 

Urihesive  strips  (3x5,  £2.50  trade), 
enable  a  urine  collecting  device  to  be 
fixed  to  the  penis.  The  activity  pouch  is 
intended  as  a  temporary  substitute  for 
other  pouches  when  extra  discretion  is 
an  advantage.  It  may  be  used  when  swim- 
ming, showering,  or  in  other  sports. 
Squibb  Surgicare  Ltd,  Reeds  Lane,  More- 
ton,  Wirral,  Merseyside  L46  1QW. 

Searle  change 

The  pharmaceutical  division  of  G.  D. 
Searle  &  Co  has  changed  its  trading  title 
from  Searle  Laboratories  to  Searle 
Pharmaceuticals.  The  change  is  to 
emphasise  activities  in  the  manufacture 
of  "ethical"  pharmaceuticals.  The  ad- 
dresses remain  unchanged.  Searle 
Pharmaceuticals,  Whalton  Road,  Mor- 
peth, Northumberland  NE61  3YA. 
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Leryss  launch  colour 
reviver  shampoos 


Leryss  colour  reviver  shampoos  are  now 
available  as  part  of  the  range.  There  is 
a  henna  variant  for  chestnut  and  au- 
burn hair,  walnut  for  orown  and  black 
hair  and  camomile  for  blonde  and  light 
brown  hair  (100ml  £1.25,  trial  size  plas- 
tic bottle  £0.39). 

A  point-of-sale  merchandiser  is  avail- 
able with  a  backcard  and  dispen- 
ser pocket  for  a  new  leaflet  — 
Herbs  and  your  hair — which  details  all 
the  shampoos  in  the  Leryss  range.  The 
merchandiser  holds  36  trial  size  bot- 
tles and  six  each  of  'the  100ml  bottles 
in  each  variety.  Eylure  Ltd,  Grange  In- 
dustrial Estate,  Llanfrechfa  Way,  Cwm- 
bran, Gwent. 

Grape  shade 

Leichner  have  added  a  grape  shade  to 
their  range  of  kohl  eye  pencils  (£0.64). 
This  brings  the  total  number  of  shades 
to  seven  including  black,  sepia,  charcoal, 
brown,  olive  and  slate.  Leichner  L. 
(London)  Ltd,  202  Terminus  Road,  East- 
bourne, East  Sussex. 


Brobat  bleach 
repackaged 

With  the  bleach  market  expanding  to  its 
current  level  of  £28m  and  a  consequent 
increase  in  demand,  Jeyes  Limited  is  re- 
packaging Brobat  bleach. 

The  company  has  introduced  a  1-litre 
size  bottle,  replacing  the  H-pint  and 
2-pint  sizes.  Product  group  manager 
Alan  Blackburn  says:  "Housewives  buy 
branded  bleaches  because  they  provide 
the  re-assurance  of  names  they  trust. 
We  believe  the  bleach  market  will  con- 
tinue to  grow  into  1980  and  therefore 
feel  that  now  is  the  right  time  to  launch 
the  new  Brobat  bottle  and  size."  Jeyes 
Ltd,  Brunei  Way,  Thetford,  Norfolk. 

Rusks  on  radio 

Farley's  rusks  are  being  advertised  on 
radio  for  the  first  time.  A  six-week 
campaign,  costing  £84,000,  is  being 
broadcast  on  Capital  (London),  Picca- 
dilly (Manchester),  Radio  City  (Liver- 
pool) and  Downtown  (Ulster).  The  30- 
second  commercial  follows  the  television 
commercial.  Farley  Health  Products 
Ltd,  Torr  Lane,  Plymouth  PL3  5UA. 


PUT  SPUR  AND  READICLIP  TOGETHER 
AND  NAIVE  THE  COST  OF  A  REFIT. 


You  can  spend  a  fortune  getting  your  business 
Itted  out  with  modem  shelving  and  displays. 
But  there's  no  need  to. 
For  we've  devised  a  system  that  combines 
economic,  super-strong,  wall-mounted  Spur  adjustable 
shelving  with  low-cost,  easy-to-assemble  Readiclip 
freestanding  units. 

If  you  wish,  you  can  easily  put  it  together  yourself, 
fcnake  a  really  professional  job  of  it,  and  save 
installation  charges. 

Whafs  more,  we'll  give  you  the  help  you  want  in 
planning  and  layout  free  and  without  obligation 
Just  clip  the  coupon  and  see  how  Spur  and 
Readiclip  can  clip  the  costs  for  you. 
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■  START  CUTTING  COSTS  HERE  -  1 


To:  Spur  Systems  International  Ltd, 

Otterspoo-1  Way,  Watford,  Herts.  Telephone:  Watford  26071. 
Please  mail  me  a  Spur-Readiclip  brochure. 


Name 


CD/3/11 


Type  of  business 


Address 


Telephone 


CUP 
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The  need  to  protect 
an  invention 


"Protect  your  inventions"  was  the  advice 
of  the  second  speaker  at'  last  week's 
pharmaceutical  and  cosmetic  industries 
conference  organised  by  the  Institute  of 
Purchasing  and  Supply  (see  also  C&D 
October  20,  p598). 

Dr  P.  L.  Kolker,  manager  of  industrial 
property  department  in  ICTs  pharma- 
ceuticals division,  told  delegates  that  in 
the  pharmaceutical  industry  patents  and 
copyright  were  assuming  increasing  im- 
portance. In  1960  the  chance  of  a  new 
compound  being  introduced  into  therapy 
was  1  in  2,000;  it  was  now  around  1  in 
10,000  with  a  corresponding  increase  in 
development  times.  Research  was  almost 
exclusively  carried  out  by  private  com- 
panies in  Western  Europe,  USA  and 
lapan  and  the  cost  of  discovery  of  new 
drugs  represented  about  10  per  cent  of 
turnover. 

Interest  to  imitators 

A  drug,  once  marketed,  was  of  at  least 
potential  interest  to  imitators,  said  Dr 
Kolker.  "Imitators  bear  little  of  the  risk 
taken  by  the  research  based  companies 
and  accordingly  have  the  possibility  of 
higher  profit  margins.  Indeed  the  imita- 
tors may  well  still  have  high  profit 
margins  if  they  were  to  cut  prices  in 
order  to  obtain  a  higher  market  share. 
Hence  the  innovative  company,  which 
probably  has  already  faced  drug  pricing 
difficulties  through  governmental  regula- 
tions, is  further  squeezed;  such  a  squeeze 
would  ultimately  reduce  its  ability  to 
finance  further  research  and  so  reduce  the 
probability  of  future  drug  innovation  and 
benefit  to  the  public.  In  the  light  of  the 
foregoing,  high  costs  of  research  and 
development,  high  risk,  reduced  chances 
of  success,  it  is  clear  that  innovations  in 
the  pharmaceutical  field  must  be  properly 
and  adequately  protected." 

The  speaker  defined  two  types  of 
innovation — ^know-how  (such  as  fine 
process  details)  and  innovations  which 
must  be  disclosed  and  are  therefore 
a  target  for  imitation  (such  as  a  new 
drug  whose  chemical  structure  can  be 
analysed  without  too  much  difficulty). 
Other  examples  of  innovation  were  trade 
mark  registration,  shape  of  bottle  where 
design  registration  is  appropriate,  and 
copyright  in,  for  example,  advertising 
and  trade  leaflets. ! 

Patent  monopoly  lasts  for  a  limited 
period,  generally  from  15  to  20  years 
from  the  date  of  filing  the  application. 
The  period  has  recently  been  increased 
by  a  number  of  important  countries:  — 

UK  (1978)  16  up  to  20  years 

Italy  15  up  to  20  years 

Germany  and 

Switzerland  18  up  to  20  years 

A  related  right,  available  in  most 
countries,  was  industrial  design  registra- 
tion, said  Dr  Kolker.  The  right  grants  a 
monopoly  similar  to  that  of  a  patent  but 


relates  to  industrially  manufactured 
articles  and  their  non-functional  shape, 
configuration,  pattern  or  ornament,  and 
it  was  appropriate  to  articles  such  as 
bottles,  cartons  and  display  stands.  "In 
principle  it  can  be  relevant  to  all  such 
articles,  but  as  it  is  only  useful  in  the 
monopoly  sense  in  respect  of  those 
features  of  articles  which  might  be 
copied,  its  relevance  is  limited.  Its 
relevance  is  further  limited  when  we 
remember  that,  like*  patents,  application 
for  design  registration  must  be  made 
before  the  design  is  known  to  others  and 
in  this  artistic  area,  one  does  not  know 
whether  a  design  is  likely  to  appeal,  and 
hence  likely  to  be  copied,  until  and 
unless  it  is  disclosed  to  the  market." 

Turning  to  trade  mark  protection  and 
"passing-off"  as  remedies  for  unfair 
competition,  Dr  Kolker  said  his  com- 
ments applied  only  to  the  UK.  A  trade 
mark  must  be  carefully  used — there  were 
many  excellent  invented  words  which 
had  lost  their  distinction  through  misuse. 
This  defeated  an  important  value  of  a 
mark:  "that  when  a  customer  wants  a 
product,  he  thinks  of  your  brand  because 
he  is  used  to  your  mark."  It  was  parti- 
cularly important  to  an  innovative 
industry  where  trade  marks  were  com- 
mercially valuable  after  patent  expiry. 

Where  trade  mark  registration  was  not 
possible,  had.  been  omitted  or  allowed  to 
lapse,  there  may  be  recourse  to  a  "pass- 
ing-off" action,  which  concerns  a  de- 
ception by  a  trader  to  mislead  his 
customers  into  believing  that  his  goods 
were  those  of  another  trader.  "Someone 
who  suffers  loss  of  business  in  this  way 
has  recourse  to  the  courts  for  compen- 
sation and  an  injunction  to  restrain 
further  deception.  The  action  should  be 
mounted  quickly  to  avoid  the  alleged 
passer-off  gaining  his  own  goodwill  and 
so  diluting  that  of  the  plaintiff."  The 
passing-off  could  amount  to  the  use  of 
a  similar  trade  mark,  get-up  of  goods, 
or  shape  of  package,  but  it  was  often 
difficult  to  prove  deception  and  hence 
much  better  to  have  trade  mark  or 
design  registration. 

Growth  of  fragrances 

Marketing  parameters  for  fragrance 
creation  were  outlined  by  Mr  M.  J. 
Leroux,  International  Flavours  &  Frag- 
rances Ltd  (IFF),  who  said  it  was  com- 
mon for  the  public  to  look  at  the 
fragrance  industry  as  "little  more  than 
an  overgrown  craft."  However,  the 
statistics  reflected  the  true  measure  of 
its  dynamism.  For  example,  figures  just 
published  indicated  that  the  turnover  for 
toiletries  and  cosmetics  reached  in  France 
alone  $  1,500m  in  1978,  while  exports 
amounted  to  $665m.  A  figure  approxi- 
mately $  1.200m  applied  to  both  Germany 
and  the  UK.  In  the  USA,  the  fragrance 
business    for    feminine    products — ex- 


clusively toiletries  and  cosmetics — 
amounted  to  more  than  $  1,320m  in  1978. 

On  an  individual  company  basis, 
Avon's  sales  were  $2,000m  in  1978-79 
and  Revlon's  $  1,400m  internationally. 
The  lapanese  company,  Shiseido,  now 
has  a  turnover  of  around  $  1,000m. 

Turnover  of  the  10  leading  inter- 
national companies  who  manufacture 
fragrances  and  aromatic  chemicals  is 
estimated  at  $ 2,000m  plus,  and  IFF  alone 
reached  a  consolidated  $300m  in  the 
fragrance  division. 

"There  is  no  doubt  that  every  day  we 
are  witnessing  democratisation  of  the 
market.  It  is  obvious  that  more  and  more 
people  are  buying  perfumes  and  cosmetic 
products  and  today,  what  was  once  con- 
considered  a  luxury  is  now  almost  a 
commodity,"  said  the  speaker.  He  added 
that  fragrances  were  used  extensively  for 
most  household  items. 

The  wider  use  of  fragrances  as  such,  or 
in  functional  products,  has  led  to  an 
enormous  increase  in  the  oil  concentra- 
tion. Ten  years  ago,  it  was  considered  the 
norm  for  an  eau  de  toilette  derived  from 
an  extract  to  be  concentrated  at  3  or  4 
per  cent;  this  norm  has  now  jumped  to 
between  8  and  12  per  cent.  Shampoos 
had  about  doubled  in  concentration  and 
detergents  now  had  a  range  of  1  to  24- 
ppm.  "We  must  realise  that  once  a  con- 
sumer has  become  used  to  a  strong 
fragrance  and  a  certain  standard  of  per- 
formance in  a  perfume  or  cosmetic 
product,  it  is  very  doubtful  that  he  will 
settle  for  an  odour  intensity  on  the 
lower  side." 

Conservative  on  packaging 

The  final  conference  paper  was  given 
by  Mr  P.  J.  Dayton,  packaging  techno- 
logist, Gillette  UK.  He  said  that  packag- 
ing, and  particularly  toiletry  and 
cosmetics  packaging,  had  always  been  a 
fairly  conservative  industry  in  the 
technical  sense. 

Tn  recent  years  there  had  been  a 
demand  for  faster  packing  speeds  which 
led  to  tighter  controls  on  all  tolerances, 
notably  in  bottle  blowing.  Glass  had 
largely  been  replaced  for  toiletries  bottles 
by  polythene  and  PVC.  There  was  a 
move  away  from  wadded  caps  to  the 
wadless  variety — must  successfully  in 
polypropylene  and  of  the  "asymmetric" 
type.  There  was,  however,  a  great  need 
for  an  improved  system  for  printing 
plastic  bottles,  said  the  speaker. 

Wide  mouth  plastic  jars  could  now 
be  blown  to  cosmetic  standards  and  may 
well  oust  the  injection-moulded  variety. 
Tubes,  plastic  and  metal,  and  tinplate 
containers  were  showing  very  little  varia- 
tion with  the  years,  but  sachets  for 
toiletries  were  falling  out  of  favour  in 
the  UK— though  still  of  use  in  penetrat- 
ing third  world  markets. 

"The  toiletries  and  cosmetics  industry 
has  been  to  some  extent  left  behind  by 
the  mainstream  of  technological  advance 
which  has  been  towards  integrated 
packaging  systems  only  suitable  for  very 
long  runs,  and  in  addition  has  dropped 
some  of  the  brighter  ideas  of  the  last  20 
years  due  to  the.  economic  climate,"  Mr 
Dayton  concluded. 
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Why  you  should  go 
for  a  slim  waistline. 

This  is  the  shape  of  feeding  bottle  sales.  The  highly 
identifiable  shape  of  a  Freflo  polycarbonate  bottle. 

This  year  we're  promoting  bottles  in  a  bigger  way  than 
ever  before  with  colour  pages,  in  all  the  mother  and  baby 
magazines. 

The  shape  focuses  attention  on  the  many  important 
features  that  set  Freflo  apart. 

Like  the  rimless  neck  that's  more  hygienic  and  easier  to 
clean.  The  polycarbonate  surface  that's  fully 
boilable  and  virtually  unbreakable.  And 
the  choice  of  teats  which  develops 
through  all  stages  of  feeding. 

Make  sure  your  customers  are  able 
to  get  hold  of  Freflo,  the  feeder  with  the 
slim  waistline,  by  ordering  your  supplies 

ear,y-  amnmm 

byGriptight 
Little  things  mean  a  lot. 


■BUB 


freflo  feeder 


Lewis  Woolf  Griptight  Ltd.,  144,  Oakfield  Road,  Birmingham  B29  7EE.  Telephone:  021-472  421 1. 


New  from  Heinz!  The  first  yogu 


prepared  for  babies. 

The  baby  market  is  growing. 
The  yogurt  market  is  growing. 
Put  them  together  and  you've 
got  the  big  new  baby  food 
forthe80's- 

Heinz  Yogurt  Desserts! 

Mums  like  them: 

In  tests  over  90%  of  mothers 
said  they  would  buy  this  new 
product  Heinz  Baby  Yogurts  are 
specially  prepared  for  babies;  less 
sharp  low  fat  yogurt  in  four  tasty 
real  fruit  varieties. 

Convenient  for  mothers 
because  they  do  not  require 
refrigeration  -  until  opened.  They 
will  keep  fresh  for  as  long  as 
mothers  like. 

You'll  like  them: 

Heinz  Yogurt  Desserts  in  jars 
do  not  need  refrigeration  —  simply 
shelve  them  on  your  baby  food 
display. 

We're  backing  them: 

From  November  double  page 
colour  ads  will  appear  in  women's 
national  press  (plus  a  special  10p 
introductory  coupon  offer),  together 
with  advertising  in  mothercare 
magazines  and  medical  journals. 

Heinz  Baby  Yogurts.  Right  for  Babies. 
Right  for  Mums.  Right  for  you. 


Some  solutions  to  pain  from 
mouth  ulcers  are  more  drastic 
than  others.  But  with  Medijel,  you  [ 
can  promise  your  customer  the 
dramatic  result  he's  seeking.  Pain 
relief  in  seconds. 


Tell  him  about  Medijel-please!! 


r 


Medijel  is  soft.  Soft  enough  tc  \ 
be  placed  right  on  the  point  of  the 
pain.  The  local  anaesthetic, 
lignocaine  hydrochloride,  can 
then  start  working  immediately  - 
whilst  emollient  and  antibacterial 
agents  help  promote  rapid  healinj 

So  if  your  customer  has  a 
sore  mouth,  tell  him  about 
Medijel.  He'll  thank  you  for  it. 


Further  information,  includin 
data  sheets,  is  available  from 
Dendron  Ltd.,  94  Rickmansworth 
Road,  Watford,  Herts  WDl  7[J. 
Tel.  (0923)  29251. 


Medijel 

Soft  pastilles  and  soothing  gel 
for  mouth  ulcers 


Some  practical  tips  on 
handling  credit  cards 

by  R.  Jackson,  a  London  proprietor  pharmacist 


It  can  be  assumed  that  only  the  major 
schemes  would  be  adopted  unless  the 
National  Pharmaceutical  Association 
decided  to  offer  one.  Would  wholesalers 
vie  with  one  another  in  this  field  also? 

There  are  four  major  cards  in  use  in 
the  UK:  Access,  Barclaycard,  American 
Express  and  Diners  Club.  They  can  con- 
veniently be  dealt  with  by  considering 
the  first  two  (UK  based)  first,  and  the 
last  two  (USA  based)  later.  Witn  the 
US  cards,  the  trader  has  to  accept  reim- 
bursement on  the  basis  of  the  card 
company  becoming  an  account  customer. 
Access  and  Barclaycard  transactions, 
however,  can  be  rung  up  in  the  till  as 
cash  since  they  are  accepted  at  the  bank 
as  such. 

International  systems 

Each  system  has  its  own  methods,  and 
it  is  important  to  know  what  they  are 
and  to  train  the  staff  in  those  aspects 
that  affect  them.  Access  are  linked  inter- 
nationally with  Mastercharge  and  Euro- 
card,  all  being  members  of  the  Interbank 
grouping  (there  is  an  "i"  symbol  on  each 
card).  Likewise  Barclaycard  are  linked  to 
the  international  "Visa"  system,  which 
includes  Bank  Americard,  Yorkshire  Bank 
Barclaycard,  the  new  Savings  Bank  Trust- 
card,  and  other  cards  having  "BAC"  em- 
bossed in  the  corner. 

The  cards  are  embossed  with  the  name 
of  the  holder  and  the  number,  and  most 
have  a  starting  and  closing  date  of 
validity.  These  must  not  be  treated 
lightly,  because  if  a  card  is  accepted 
outside  the  allotted  dates,  goods  are 
passed  over  without  an  authorisation 
check  and  the  card  has  been  misused, 
the  trader  will  lose  the  value  of  the 
transactions.  Barclaycards  at  present  do 
not  have  a  starting  date. 

Each  system  will  give  the  trader  a 
"floor  limit",  that  is  a  value  of  trans- 
action above  which  authorisation  from  a 
central  office  must  be  sought.  This  is 
never  discussed  with  a  customer  for 
obvious  reasons.  It  is  wise  to  check  with 
authorisation  regardless  of  floor  limit  if, 
say,  the  customer  seems  rash  in  the 
willingness  to  spend,  or  for  some  other 
reason  which  most  experienced  traders 
can  recognise  instinctively.  If  a  trader 
"catches"  a  stolen  card  (another  problem 
of  the  times)  a  reward  is  given,  which 
could  be  £25.  This  is  for  two  reasons: 
as  a  reward,  and  to  discourage  traders 
from  considering  making  the  sale  more 
important  than  checking  the  card. 

The  trader  should  never  buy  an 
embossing  machine  because  one  will  have 
to  be  supplied  with  the  first  system 
accepted.  The  card  must  be  inserted  the 
right  way  up  otherwise  the  customer's 
details  will  not  be  imprinted  on  the 
voucher.  The  bottom  copy  of  the  voucher 


set  should  always  be  checked  to  ensure 
all  details  are  recorded  including  the  date, 
value  of  sale,  authorisation  code,  if  any, 
and  the  embossed  details  from  the 
customer's  card.  When  Barclaycard  first 
started,  the  numbers  were  simply  em- 
bossed, but  it  was  found  they  could  be 
altered  or  rubbed  down  so  that  no 
impression  was  made  in  the  machine. 
They  are  now  given  a  gold  capping  to 
make  this  practice  more  obvious.  It  is 
wise  to  obtain  a  machine  that  can  take 
all  sizes  of  voucher — the  American 
systems  use  a  smaller  one. 

Access  will  reimburse  the  cost  of 
phone  calls  to  their  authorisation  centre 
in  Southend,  but  the  others  will  not. 
Barclaycard  have  a  Freephone  number 
which  can  be  used,  but  it  takes  longer  to 
get  through.  To  avoid  wasting  time,  the 
clerk  should  be  told  if  the  card  is  inter- 
national, or  if  the  transaction  is  by  tele- 
phone or  mail  order.  The  call  will  then 
be  transferred  to  another  department, 
equipped  to  handle  the  call. 

The  clerk  may  want  to  speak  to  the 
customer,  or  ask  for  a  description,  there- 
fore the  telephone  needs  to  be  placed  so 
that  it  can  be  used  from  the  shop  itself. 
When  the  authorisation  code  is  given, 
it  should  be  repeated  back,  and  a  careful 
note  made  of  it  on  the  voucher,  before 
any  of  the  parts  are  separated.  Access  or 
Barclaycard  may  send  a  "stop"  or  "most 
wanted"  notification,  which  must  be 
consulted,  whilst  Diners  and  Amerex 
issue  a  fortnightly  booklet  listing 
thousands  of  card  numbers  which  have 
gone  astray! 

Paying  in 

After  the  transaction  has  been  success- 
fully completed,  each  company  likes  its 
vouchers  treated  in  a  different  way.  They 
must  all  have  a  merchant  voucher  with 
them,  and  in  order  to  identify  the  trader. 
Access  and  Diners  issue  a  merchant  card 
embossed  with  details,  whilst  Amerex 
and  Barclaycard  rely  on  details  on  the 
machine  plate.  Access  is  the  simplest  to 
.pay  as  long  as  the  vouchers  are  put  in 
one  of  their  envelopes  with  the  merchant 
details  showing  through  the  window.  It 
can  be  paid  into  Natwest,  Midland  or 
Lloyds  banks  as  cash  along  with  any 
other  bankings. 

The  Barclaycard  merchant  voucher 
requires  two  parts  to  be  handed  in  with 
the  customer  vouchers  at  a  branch  of 
Barclays,  and  it  must  be  paid  in  as  a 
separate  item,  not  with  other  monies.  It 
will  then  be  transferred  to  the  trader's 
own  bank  by  the  credit  transfer  system. 
It  is  wise  to  keep  one  part  of  both  the 
customer  and  merchant  vouchers  since 
all  is  not  yet  finished.  One  of  the  snags 
of  credit  cards  is  that  they  cost  you 
money  in  the  form  of  a  merchant  charge 


of  between  3  and  6  per  cent.  For  the  UK 
systems,  the  bank  account  is  directly 
debited  with  the  charge  (plus  VAT)  at 
the  end  of  a  fixed  period,  usually  a 
month,  at  the  same  time  as  a  statement  is 
sent  detailing  the  amounts  paid  in.  It 
is  at  this  point  that  Access  can  credit 
that  charge  for  phoning  up. 

Diners  and  American  Express  do  not 
do  this  because  their  vouchers  have  not 
previously  been  paid  into  the  banking 
system.  Amerex  vouchers  are  sent  to 
them  once  a  week,  and  they  then  send 
a  cheque  for  the  total  amount  less  their 
merchant  charge,  usually  6  per  cent.  This 
arrives  one  week  later,  post  willing. 

Diners  vouchers  are  forwarded  accord- 
ing to  a  calendar  marked  throughout  the 
year  with  the  "close  down  dates"  and  the 
"payment  dates".  The  problem  is  that 
the  close  down  dates  are  usually  fort- 
nightly, and  sometimes  separated  by 
three  weeks.  Payment  arrives  eight  days 
later,  on  a  Friday,  so  that  it  cannot  be 
banked  until  the  Monday. 

Costly  delays 

It  is  thus  possible  to  have  to  wait  for 
more  than  a  month  for  your  money  if 
claims  are  posted  early  to  avoid  missing 
the  close  down  date,  or  it  is  missed 
because  the  post  is  late.  Diners  have 
promised  to  look  into  this  cumbersome 
system,  as  it  is  a  deterrent  to  the  willing- 
ness of  merchants  to  accept  their  cards. 

The  accounting  complications  of  hand- 
ling all  these  methods  can  be  worked 
out  fairly  easily,  but  the  implications  of 
VAT  on  the  merchant  charge,  and  the 
reduced  value  of  the  sale  must  be 
remembered. 

Another  problem  is  whether  or  not 
accepting  credit  cards  would  lose  business 
to  other  traders.  Unlike  most,  pharma- 
cists sell  medicines  which  are  subject  to 
resale  price  maintenance.  One  of  the 
planks  on  which  RPM  for  medicines  was 
successfully  fought  was  that  a  pharmacist 
needed  to  have  that  profit  to  be  able  to 
keep  the  range  and  choice  of  medicines. 
Accepting  credit  cards  therefore  is  a 
weakening  of  that  argument.  Boots  do 
not  differentiate  between  accepting  cards 
for  any  transaction  in  their  shops. 

Credit  cards  have  the  well-known 
advantage  of  enabling  a  customer  to  buy 
without  having  the  cash  in  hand,  but 
they  also  have  one  or  two  others.  An 
order  can  be  telephoned  or  sent  by  mail 
to  a  trader  on  a  casual  basis,  and  if  a 
credit  card  number  is  quoted,  the  goods 
can  be  despatched  anywhere  in  the 
world.  Authorisation  must  be  obtained 
in  every  instance  for  this  procedure.  In 
the  same  way,  a  customer  need  not  have 
to  carry  around  a  cheque  book  and  the 
almost  obligatory  cheque  card  to  enable 
a  trouble-free  purchase  to  be  made. 
People  hate  having  to  wait  while  their 
cheque  is  scrutinised;  somehow  they 
never  seem  to  resent  the  wait  for  credit 
card  authorisation. 

Dealing  with  credit  cards  is  not  diffi- 
cult. It  can  be  thought  of  as  a  kind  of 
cheque.  Ultimately  they  will  be  increas- 
ingly used,  but  each  trader  must  decide 
his  own  course  of  action. 
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WE'RE  ADDING 
MORE  THAN  A  NAME 
TO  OUR  NAME. 


After  ten  years  as  brand  leader; 
Clearasil  is  being  re-launched  as 
Clearasil  Clearguard. 

But  adding  a  new  name  to 
our  already  familiar  name  is  just  the 
beginning.  Both  our  products, 
lotion  and  cream,  have  significantly 
improved  formulas.The  new  lotion 
not  only  removes  grease  and  dirt, 
but  it  now  has  a  skin  conditioner 


Clearasil 

Clearguard 

DEEP  CLEANSING 
LOTION 


White  Vanishing 


that  prevents  over-drying. 

And  the  new  cream  works 
better  too.  Now  it  not  on  ly  treats 
spots,  it  also  prevents  them. 

According  to  research  we've 
done,  teenagers  prefer  both  new 
products  because  they're  more 
effective  and'friendlier'to their  skin. 

Besides  our  two  new  formulas, 
we  have:  Eyecatching  new 
packaging.  Attractive  new  display 
material.  A  launch  discount. 
Support  from  wide-ranging  con- 
sumer promotions. 

And  to  top  it  all. 
A  new  £600,000  television 
campaign  between  January  and 
June  with  exciting  new 
commercials. 

Yes,  we've  added  something 
to  our  name. 

And  we're  going  to  add  a  lot 
more  to  your  profits! 


I 


Retailing  in  the  80s 


Lack  of  staff  education 
holds  back  automation 


Many  computerised  point-of-sale  systems 
are  not  as  effective  as  they  could  be 
because  of  failure  by  management  to 
educate  staff,  according  to  Mr  D.  Skel- 
cher,  Debenhams. 

Speaking  at  an  Online  conference 
''Retailing  in  the  80s — automation  for 
profit"  in  London  last  week,  Mr  Skelcher 
suggested  staff  often  did  not  understand 
the  system,  and  were  afraid  it  would 
make  their  job  redundant.  They  therefore 
wanted  it  to  fail,  basically  because  of 
bad  communications  and  lack  of  co-oper- 
ation and  understanding. 

In  a  small  shop,  he  said,  it  should  not 
present  insurmountable  problems  be- 
cause the  owner  normally  worked  with 
staff  on  a  day-to-day  basis.  However, 
such  an  owner  may  find  it  useful,  as 
would  larger  stores,  to  follow  the  plan 
outlined  by  Mr  Skelcher. 

Tell  them  why 

He  contends  staff  should  be  told  of 
the  intention  and  its  background,  the 
reason  for  it,  the  outline  of  the  new 
system,  and  expected  changes  it  would 
bring.  The  benefits  not  only  to  the  shop 
but  also  to  the  staff  should  be  stressed. 

He  also  believes  staff  should  be  in- 
volved in  the  process  of  defining  what 
the  system  should  do  for  them,  as  soon 
as  possible.  They  could,  and  often  did, 
make  useful  suggestions  at  an  early  stage 
and  which  could  easily  be  incorporated 
into  the  new  system.  If  several  staff 
were  all  to  use  the  system,  it  is  import- 
ant to  make  sure  they  were  trained  to 
use  it  in  the  same  way  so  that  all  data 
captured  was  of  the  same  reliability. 
What  profit  was  there  in  automation?  Mr 
H.  Aronsson  of  Datema,  Sweden,  sug- 
gested that  apart  from  giving  accurate 
stock  and  sales  figures,  automation 
could  be  used  to  plan  better  use  of  shelf 
space  by  identifying  slow  moving  lines, 
and  display  areas  which  assist  sales  of 
more  profitable  goods.  The  data  captured 
could  also  be  used  to  adjust  re-ordering 
levels  in  order  to  reduce  stock  levels. 

To  the  question,  whose  profit?  The 
general  answer  seemed  to  be  that  most 
currently  stood  to  be  made  by  the  manu- 
facturers of  new  POS  systems. 

It  was  suggested  that  the  main  reason 
for  the  retailer  to  buy  such  systems  were 
the  gains,  stock  control  and  buying.  The 
gains  may  not  give  bigger  profits  but 
should  lead  to  smaller  losses.  That,  how- 
ever, assumed  total  freedom  of  purchase 
and  a  turnover  of  millions  of  pounds.  For 
smaller  retailers,  unless  the  business  had 
high  profits,  POS  systems  were  currently 
difficult  to  justify  even  if  they  could  be 
afforded. 

The  type  of  system  likely  to  be  of  fu- 
ture interest  to  smaller  retailers  com- 
prised a  checkout-cash  desk  with  built 


in  intelligence,  a  printer  for  tickets  and 
some  form  of  data  capture  and  manipu- 
lation. The  till-style  check-out  could  be 
replaced  by  a  visual  display  unit  and  cash 
drawer  which  would  give  more  informa- 
tion to  the  user. 

Both  types  contain  a  microprocessor 
for  their  intelligence,  and  some  memory. 
Data  storage  could  be  in  the  form  of 
audio  cassettes. 

Information  gain 

Mr  Stuart  Rickler,  a  POS  consultant 
with  GTS,  suggested  such  a  system,  using 
a  high  quality  data  cassette,  would  cost 
about  £2,200  without  software.  It  was 
the  most  basic  type  of  terminal  available, 
he  said,  and  still  required  the  assistant 
to  key-in  all  information.  As  such  it  was 
likely  to  be  no  faster  or  more  accurate 
than  a  current  till.  The  main  gain  was 
in  the  information  captured.  However, 
that  was  useless  without  the  appropriate 
software. 

The  next  step  up  in  data  capture  used 
light  pens  or  lasers  to  read  information 
directly  from  the  product  concerned. 
The  system  made  use  of  the  standardised 
European  Article  Number  (EAN)  which 
is  agreed  between  manufacturer  and 
the  Article  Numbering  Association. 

The  number  can  be  put  on  a  product 
in  several  ways,  the  most  common  cur- 
rently being  the  bar-code.  That  would 
add  about  £500  to  the  cost  of  the  basic 
system  and  did  away  with  the  need  for 
product  code  keying. 

However,  to  be  used  to  its  full  poten- 
tial some  additional  memory  was  re- 
quired so  that  prices  may  be  called  direct 
when  the  article  number  was  received. 
Unless  the  stock  carried  was  small,  large 


amounts  of  memory  would  be  needed 
and  it  was  suggested  that  there  was  no 
likely  practical  solution  until  a  new 
type  of  memory  (bubble  memory)  be- 
came available  and  cheaper.  Such  a 
system  would  also  require  more  software 
so  the  costs  would  also  rise.  The  speakers 
thought  that  was  probably  as  sophistica- 
ted as  most  retailers  with  under  five  tills 
would  need. 

Mr  C.  Hicks,  joint  author  of  Article 
Numbering  and  the  Supermarket  Check- 
out, thought  bar  codes  would  be  slow  to 
take  off  in  UK  retail.  Most  retailers'  first 
experience  of  bar-codes  would  be  on 
wholesale  outers. 

Some  wholesalers  were  already  using 
them  because  they  enabled  the  outer 
to  be  automatically  identified  while 
travelling  along  conveyor  belts.  Stock 
could  therefore  be  automatically  checked 
in  and  out  of  warehouses  and  picked 
against  orders. 

The  system  was  not  ideal  for  all  ap- 
plications, Mr  C.  Woods  of  Allders, 
pointed  out.  They  had  a  POS  system  in 
their  stores  but  did  not  use  it  for  cos- 
metics, partly  because  they  were  sold  by 
concessionaires  and  partly  because  it  was 
not  cost-effective  for  small,  low  value, 
high  turn-over  lines  such  as  lipsticks.  In 
addition  tickets  were  larger  than  most 
lipsticks. 

OCR  alternative 

As  an  alternative  to  bar  codes  there 
were  some  optical  character  recognition 
(OCR)  fonts  which  both  the  system  and 
the  assistant  could  read.  They  were  not 
so  easily  read  as  bar-codes  so  were  not 
as  useful  in  fast  moving  areas  such  as 
supermarkets,  but  Allders  used  them  in 
the  slower  department  store  environment. 

The  differences  did  not  affect  the  data 
captured  but  the  slow  light  pen  was  rela- 
tively inexpensive  while  the  laser  scanner 
needed  to  read  bar-codes  at  high  speed 
and  the  wand  required  for  OCR  fonts 
was  more  costly.  All  those  points  needed 
to  be  taken  into  account  when  systems 
were  being  considered. 


Mr  H.  J.  Amin,  MPS,  (left)  and  his  wife  being  presented  with  a  week  for  two 
in  Miami  by  Mr  Michael  Frith,  chairman  Unichem.  Mr  Amin  won  the  prize  in  a 
"Save  the  Children  Fund  Holiday  in  Miami"  promotion  run  by  Johnson  and  Johnson 
and  Unichem.  Two  hours  after  the  presentation,  Mr  and  Mrs  Amin  were  en  route 
for  Miami.   
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'Which?'  reports  noisy 
hand-held  hairdriers 
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Most  hand-held  hairdriers  are  too 
noisy,  concludes  Which?  in  the  latest 
issue.  The  report  looked  at  three  types 
of  hairdrier — the  basic  hand-held  variety, 
those  with  attachments  and  the  salon 
hooded  type.  Twenty-one  styles  were 
tested  both  in  laboratories  and  home 
surroundings.  Noise  was  the  most 
common  complaint;  testers  said  that  it 
was  a  "relief  to  finish"  drying  their 
hair.  The  quietest  at  the  highest  speed 
setting  were  Boots  450SL,  Electra 
NEHD11,  Morphy  Richards  Classic, 
Pifco  Superdryer  +8  and  SHG  HTH19. 

Another  problem  encountered  by 
testers  with  longer  hair  was  that  it 
tended  to  be  sucked  into  the  air  inlet. 
Lighter  hand-held  driers  were  rated  as 
more  comfortable  than  heavier  ones  but 
depending  on  how  the  weight  is  distri- 
buted.   Which?    recommends  potential 


buyers  to  get  the  feel  of  the  drier  in  the 
shop  and  to  pretend  to  be  using  it  in 
order  to  find  how  easy  it  is  to  mani- 
pulate. 

Opinions  were  divided  about  attach- 
ments. Two  thirds  of  the  testers  said 
that  when  the  driers  had  attachments 
they  tended  to  use  at  least  one,  but  the 
remaining  third  found  these  attachments 
unwieldy.  In  general  round  and  half 
brushes  were  found  to  be  the  most  use- 
ful, and  combs  and  curling  tongs  the 
most  frustrating. 

The  Moulinex  no.  14  (£12)  was 
picked  as  the  best  value  drier,  the  Boots 
450SL  (£6.50)  and  Braun  PGC1000  (£8) 
were  described  as  "worth  thinking 
about",  the  Braun  Electronic  Sensor 
SDE850  (£18)  as  "good  but  pricey"  and 
the  Dateline  DLHD40  (£4)  as  "very 
cheap". 


Bilingual  leaflet 
warning 

A  bilingual  leaflet  in  Scottish  Gaelic  and 
English  has  been  issued  by  the  Argyll 
and  Clyde  Health  Board.  This  follows  a 
trend  started  by  the  Highland  Health 
Board  last  year.  The  leaflet  is  on  a 
theme,  "Treat  medicines  and  poisons 
with  respect." 

Mr  A.  Shearlow,  chief  administrative 
pharmaceutical  officer  told  C&D  that  the 
health  board  covers  a  large  area  with 
sparse  population  of  which  a  large 
number  are  Gaelic  speaking.  The  leaflet, 
5,000  of  which  have  been  printed,  is  to 
be  distributed  throughout  the  rural  areas 
where  there  are  no  pharmacies  to  give 
advice  and  where  the  previous  dump  cam- 
paign based  on  pharmacies  did  not 
penetrate. 

Make  consumerism 
'more  effective' 

"I  want  a  tighter,  tougher,  cleaner  and 
more  effective  brand  of  consumerism  to 
prevail  in  this  country,"  said  Mrs  Sally 
Oppenheim,  Minister  of  State  for  Con- 
sumer Affairs,  at  the  recent  annual  meet- 
ing of  the  Consumers'  Association. 

She  also  wanted  to  ensure  that  the 
consumer  interest  carried  at  least  as 
much  weight,  if  not  more,  in  the  counsels 
of  Government  as  that  of  organised 
labour,  stating  that  trades  unions  hold 
"too  much  sway  in  Government  circles 
at  the  expense  of  the  consumer." 

Mrs  Oppenheim  went  on  to  praise  the 
Government's  new  Competition  Bill 
which  she  believed  would  "preserve  and 
extend  consumer  sovereignty  by  ensuring 
that  competition  is  as  fair  and  vigorous 
as  it  can  be"  and  labelled  her  third 
priority  as  persuading  consi  ners  to  use 
fully  the  influences  "active  competition 
bestow  on  them."  In  balance  the  Minis- 
ter concluded  her  speech  by  reminding 
her  audience  that  it  is  only  a  very  small 
minority  of  traders  Who  offend  and  she 
appealed  to  consumers  to  be  as  quick  at 
showing  their  appreciation  for  good 
value  and  good  service,  as  they  are  to 
complain  of  bad. 
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PROFESSIONAL  NEWS 

Pharmaceutical  Society  of  Northern  Ireland 

Committee  structure  to 


be  reviewed 

The  PSNI  is  to  reconsider  the  member- 
ship of  committees  following  a  proposal 
from  Mr  T.  O'Rourke  at  last  month's 
Council  meeting  that  there  were  an 
excessive  number.  Mr  O'Rourke  sug- 
gested the  merging  of  certain  committees 
such  as  the  law  and  ethics  committees, 
the  house  and  finance  committees  and  the 
EEC,  public  relations  and  general  pur- 
poses committees.  It  was  also  proposed 
that  the  education  committee  remain 
untouched. 

Handing  over  the  presidency  to  Mr 
R.  C.  Dillon  (see  p702),  Mr  Moore  said 
his  successor  was  a  man  of  considerable 
experience  as  a  past-president  of  the 
Ulster  Chemists'  Association,  vice-presi- 
dent of  the  PSNI  for  the  past  year  and 
current  chairman  of  the  Pharmaceutical 
Contractors  Committee. 

Proposing  Miss  M.  J.  Watson's  elec- 
tion as  vice-president,  Mr  Hunter  said 
she  had  been  an  active  member  of  the 
now  defunct  associates  section  of  the 
Ulster  Chemists'  Association  and  had 
shown  herself  to  be  a  tireless  worker.  Mr 
Bolon  proposed  Mr.  Mcllhagger's  re- 
election, saying  that  any  treasurer  who 
could  in  successive  years  produce  an 
excess  of  income  over  expenditure  could 
not  readily  be  cast  aside. 

A  course  entitled  "Some  developments 
in  patient  orientated  pharmacy"  consist- 
ing of  four  evening  lectures,  is  to  be  held 
at  the  Medical  Biology  Centre,  97  Lis- 
burn  Road,  Belfast,  at  8.30pm  on  the 
following  dates: 

Tuesday,  November  6,  Professor  P. 
D'Arcy  chairman.  Mrs  L.  H.  Stewart  on 
"Investigations  into  the  effective  use  of 
bronchodilator  aerosol  therapy"  and 
Mrs  P.  Hooper  on  "Patient  orientated 
pharmacy  in  a  district  hospital"  (part  I). 


Tuesday,  November  13,  Professor  W.  G. 
Irwin  chairman.  Miss  A.  McMullan  on 
"Counselling  hospital  patients  on  the  use 
of  their  prescribed  medicines  on  dis- 
charge" and  Mr  E.  R.  Wightman  on 
"Medicine  interaction  in  a  year  of  ward 
pharmacy". 

Tuesday,  November  20,  Dr  J.  McA. 
Taggart  chairman.  Mrs  S.  A.  Rosbotham 
on  "Calculating  and  preparing  parenteral 
feeding  in  babies  and  children"  and  Mrs 
E.  H.  Simpson  on  "Contributing  to  a 
cardiac  care  team". 

Tuesday,  November  27,  Professor  R.  W. 
Stout  chairman.  Miss  M.  Kelly  on 
"Pharmacy  in  psychiatric  care"  and  Mrs 
B.  P.  Deehan  on  "Patient  orientated 
pharmacy  in  a  district  hospital"  (part  2). 

The  applications  of  the  following  for  registration  as 
Students  were  granted: 

Heather  Elizabeth  Agnew,  6  Cabra  Road,  Tandra- 
gee,  Craigavon  BT62  2AJ.  Jill  Ballentine,  Flat  2,  10 
College  Green,  Belfast  BT7  1LN.  Hilary  Maeve 
Bruce,  67  Marlborough  Park  North,  Belfast  BT9  6HL. 
William  Christopher  Craig,  122  Lower  Ballyboley 
Road,  Ballyclare,  co  Antrim.  Kaye  Marie  Dinsmore, 
250  Drones  Road,  Ballyportery,  Culcrum,  Ballymena, 
co  Antrim.  Rose  Erwin,  33  Kilrea  Road,  Cullybackey, 
Ballymena,  co  Antrim.  Dermot  Francis  McCafferty, 
234  Limestone  Road,  Belfast  BT15  3AR.  Patrick 
Cyril  Peter  Slevin,  60  Market  Street,  Omagh,  co 
Tyrone. 

Applications  from  Norah  Elizabeth  Kennedy,  89 
Strand  Road.  Portstewart,  co  Tyrone,  and  Alma 
Letitia  McCreedy,  c/o  32  Canterbury  Street,  Belfast 
BT7  1LB,  for  registration  as  Pharmaceutical  Chemists 
in  Northern  Ireland  under  the  reciprocal  agreement 
entered  into  by  the  Great  Britain  and  Northern 
Ireland  Societies  were  granted. 

Ulster  employment 
protection  service 

The  incidence  of  Industrial  Tribunals  is 
higher  in  Northern  Ireland  than  it  is  in 
mainland  Britain,  according  to  Com- 
mander Brian  Raincock,  managing  direc- 
tor of  Employers  Protection  Insurance 
Services,  a  consultancy  covering  em- 
ployers at  these  tribunals. 


As  a  result,  the  company  has  intro- 
duced a  scheme,  tailor-made  for  the 
Province,  to  deal  with  11  Government 
Acts  or  Orders  in  Northern  Ireland 
covering  employee  protection.  "The 
scheme  has  been  introduced  to  the 
Province  as  a  result  of  the  many  inquiries 
we  have  had,"  said  Mr  Raincock. 
"Demand  has  built  up  over  the  last  1\ 
years  since  our  scheme  was  first  intro- 
duced." 

The  EPI  service  for  Northern  Ireland 
will  be  provided  from  its  Manchester 
office  managed  by  Mr  Norman  Eadie, 
who  comes  from  Belfast.  The  Employers 
Protection  scheme  is  marketed  through 
insurance  brokers  throughout  the  UK, 
from  EPIS  Ltd,  Head  Office,  30  High 
Street,  Sutton,  Surrey. 

LETTERS 

Rural  dispensing 

I  see  that  the  Essential  Small  Pharmacies 
Scheme  is  to  be  reviewed.  As  the  pro- 
prietor of  such  a  pharmacy  dispensing 
1,500  scripts  a  month,  I  receive  each  year 
several  hundred  pounds  under  the  scheme 
from  NHS  funds. 

The  intention  of  the  payment  is  of 
course  to  ensure  the  continued  viability 
of  this  sole  pharmacy,  situated  in  a  fairly 
compact  rural  community,  five  miles 
from  the  next  pharmacy.  This  welcome 
contribution  goes  to  pay  about  40  per 
cent  of  my  part-time  dispenser's  salary. 
About  90  per  cent  of  my  prescriptions 
arrive  between  9am  and  11am,  and  a 
dispensing  assistant  is  a  necessary  expense 
— not  a  luxury. 

Each  day,  the  local  doctor  (with  a  list 
of  over  3,000),  in  his  surgery  20  yards 
down  the  road,  is  busy  dispensing  his 
FPlOs.  In  effect  the  NHS  is  paying  twice 
for  the  dispensing  of  these  prescriptions. 

I  calculate  that  if  the  ESPS  continues, 
it  will  have  paid  me  about  £10,000  by 
the  time  I  reach  the  end  of  my  working 
life.  This  assumes  that  the  pharmacy 
remains  an  economic  proposition — quite 
a  small  change  in  circumstances  would 
make  it  unviable. 

Surely  a  satisfactory  solution  would  be 
for  the  FPC  to  make  a  payment  of 
perhaps  £6,000  to  such  doctors  for  their 
agreement  to  drop  their  dispensing  lists. 
I  would  consider  that  any  single  handed 
doctor  with  a  list  of  over  2,500  does  not 
depend  upon  his  dispensing  income  to 
obtain  a  satisfactory  income  (or  pension). 
Such  a  step  would  also  remove  the 
irritation  to  rural  contractors  of  poaching 
from  within  the  one  mile  limit. 

For  my  part,  I  should  welcome  a 
really  worthwhile  practice  allowance, 
based  on  a  points  system  which  takes 
cognisance  of  the  resources  put  into  the 
practice,  the  essential  nature  of  the  ser- 
tice  provided,  ancillary  services  offered 
such  as  24  hour  on  call,  delivery  schemes 
and  oxygen  supply  service.  For  this,  I 
could  even  contemplate  a  somewhat 
lower  dispensing  fee. 
Nil  Desperandum 


Mr  A.  N.  Morrison,  manager  of  Vestric  Ltd,  Northern  Ireland,  presenting  a  mortar  and 
pestle  on  behalf  of  his  company  to  the  PSNI  Council.  Those  pictured  are  (left  to  right) 
Mr  W.  Gorman,  secretary  and  registrar,  A.  N.  Morrison,  R.  G.  Dillon,  president, 
S.  Moore  immediate  past  president  and  Professor  P.  F.  D'Arcy 


718    Chemist  &  Druggist 


3  November  1979 


Read 


>n*ert,°  S  ^ BPC     Pa^  Z,t*  ? 

.  ',  in^;*  mutton  Po^fWJl 


 :  >> 


„  rat  ale  BP 

RPC  Pota*»u^< 

wctio  cT*>  button  po#*wJ*f 

*^S^a^BP          nU^^^o.BP  ^^Idured 

Wu^'umT^               UocW^codl^B^  Pu«^tSeBp  Q0 

t^SSS*      ^tS&S*  ^"^^ 

iU%^SncBPC 


zsss&Srt  fe|?r"  sags 

^°^<5^T*p-  ml  #1111  m  11  HHi 


?Ss%^*  SSSs? 

^^BStBP  ^eBP 
^S^^BP 


*<1bP 

BP 


5--  w, 


V 


FISONS  LIMITED  —  PHARMACEUTICAL  DIVISION 

DERBY  ROAD,  LOUGHBOROUGH,  LEICESTERSHIRE 

Telephone:  Loughborough  63113 

INCREASED  PRICES  OPERATIVE  ON  GOODS  DESPATCHED  ON  OR  AFTER  2  NOVEMBER  1979 
CHEMIST  PRICE  LIST  (Retail  and  Wholesale) 
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58ml 

3310 

0.89 
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3 

6.19 

5.72 

5.42 

15% 

250ml 

3340 

3.08 

3/12 

11 

21.45 

19.84 

18.77 

15% 

600ml 

3360 

6.55 

1/12 

8 

45.59 

42.17 

39.89 

15% 

*HYALASE  AMPOULES 

POM 

5 

0910 

5.62 

1/12 

7 

39.08 

36.15 

34.20 

15% 

20 

0920 

19.25 

1/12 

22 

133.94 

123.89 

117.20 

15% 

100 

0940 

DP 

1/12 

78 

465.42 

430.51 

407.24 

15% 

•IMFERON  AMPOULES  2ml 

POM 

10 

2810 

8.97 

1/12 

12 

62.40 

57.72 

54.60 

15% 

100 

2820 

71.73 

1/12 

95 

498.96 

461 .54 

436.59 

15% 

•IMFERON  AMPOULES  5ml 

POM 

5 

2910 

8.97 

1/12 

12 

62.40 

57.72 

54.60 

15% 

50 

2920 

71.73 

1/12 

95 

498.96 

461.54 

436.59 

15% 

*IMFER0N  AMPOULES  TD1  20ml 

POM 

5 

2930 

29.89 

1/12 

39 

207.90 

192.31 

181.91 

15% 

*IMFERON  D  2ml  +  SYRINGE 

POM 

10 

2960 

13.35 

1/12 

18 

92.87 

85.90 

81.26 

15% 

*INTAL  PLAIN  CAPS 

POM 

30 

2170 

8.35 

1/12 

10 

58.08 

53.72 

50.82 

15% 

*L0M0DEX  40  10%  IN  0.9%  SALINE 

POM 

500ml 

7000 

7.33 

1/12 

13 

51.00 

47.18 

44.62 

15% 

*L0M0DEX  40  10%  IN  5%  DEXTROSE 

POM 

500ml 

7010 

7.33 

1/12 

13 

51.00 

47.18 

44.62 

15% 

'LOMODEX  70  6%  IN  0.9%  SALINE 

POM 

500ml 

7070 

4.66 

1/12 

7 

32.40 

29.97 

28.35 

15% 

'LOMODEX  70  6%  IN  5%  DEXTROSE 

POM 

500ml 

7080 

4.66 
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32.40 

29.97 

28.35 

15% 

*PS0R0X  OINTMENT 

P 

25g 

3740 

0.88 

1/12 

1 

6.09 

5.63 

5.33 

15% 

50g 

3750 

1.27 

1/12 

1 

8.86 

8.20 

7.75 

15% 

•PSOROX  LOTION 

P 

200ml 

3780 

1.94 

1/12 

3 

13.49 

12.48 

11.80 

15% 

"Products  marked  thus  are  subject  to  fixed  Retail  and  Trade  Price 

ABBREVIATIONS  AND  LEGAL  CATEGORIES  USED  IN  THIS  PRICE  LIST 


DP  Dispensing  Pack 

MBU  Minimum  Buying  Unit 

VAT  Value  Added  Tax 

POM  Subject  to  control  under  the  Medicines  (Prescription  Only)  Order  1977 

GSL  Subject  to  control  under  the  Medicines  (General  Sales  List)  Order  1977 

P  Pharmacy  Only  Product 

(P)  Pharmacy  Only  Product  after  1  February  1980 

CDI  Subject  to  control  under  the  Misuse  of  Drugs  Act  1971  but  exempt  from  restriction  under  the  Regulations 

except  that  Invoices  are  required  to  be  kept  for  two  years 

*  Products  marked  thus  are  subject  to  Fixed  Resale  Prices 

NOTE  Products  not  categorised  as  above  are  not  medicinal  products 


This  price  list  cancels  all  previous  lists  relating  to  these  products 
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COMPANY  NEWS 

Kimberly-Clark 
double  production 

Kimberly-Clark  Ltd  are  to  double  pro- 
duction capacity  at  their  Prudhoe, 
Northumberland,  paper  mill  in  a  £30m 
investment. 

Mr  Derrick  Croxon,  managing  director, 
said  this  week  that  the  expected  growth 
of  the  UK  soft  tissue  market  will  place 
increasingly  heavy  pressure  on  current 
production  capacity.  One  of  the  objec- 
tives behind  the  investment  is  therefore 
to  ensure  adequate  stocks  at  point-of- 
sale,  "a  factor  of  particular  importance 
to  the  independent  chemist." 

Mr  Croxon  went  on  :  "We  recognise 
the  part  played  in  our  marketing  plans 
by  the  UK's  8.500  independent  pharma- 
cies, but  the  investment  we  make  each 
year  in  consumer  advertising  and  pro- 
motions is  wasted  unless  there  is  stock  on 
the  shelf." 

According  to  Kimberly-Clark,  the  UK 
market  for  soft  tissue  products  has  grown 
by  10  per  cent  in  volume  this  year  alone, 
'following  continuous  annual  growth 
throughout  the  1970s.  The  company 
claims  to  lead  the  £54m  facial  tissue 
market  and  to  hold  substantial  shares  of 
the  £165m  toilet  tissue  and  £30m  house- 
hold towel  markets. 

Nicholas  grow  in 
Europe 

Nicholas  International  Ltd  have  an- 
nounced a  rise  of  30  per  cent  in  net 
operating  profit  from  $4,947,000  in  1978 
to  $6,467,000  to  the  year  end  June  30, 
1979.  Sales  were  also  up  'from 
$141,755,000  to  $158,191,000  and  these 
results  have  increased  dividends  by  one 
cent  to  8.5  cents  per  share. 

The  chairman,  L.  C.  Cumming,  placed 
a  major  part  of  the  profit  growth  in 
Europe.  Tn  the  UK  Aspro  Clear  con- 
tinued to  gain  ground  and  Rennie  and 
Radox  had  outstanding  results.  Almay 
cosmetics  have  increased  sales  here 
against  the  market  trends  and  Graesser 


Salycilates  have  maintained  their  position. 

For  the  group  overall  home  medicines 
were  up  20  per  cent,  while  toiletries  and 
cosmetics  showed  only  marginal  gains, 
largely  due  to  the  loss  of  Nigerian 
markets. 

Proctor  and  Gamble 
report  mixed  result 

Profit  after  tax  for  Proctor  and  Gamble 
Ltd  dropped  from  £5m  in  1978  to  £3. 8m 
for  the  year  ended  June  30,  1979.  But 
turnover  was  up  from  £1 88.7m  to 
£207. 3m  and  the  annual  report  views 
1978-79  as  a  "record  year  for  both 
volume  and  turnover".  The  reduced 
profits  were  blamed  on  increased  costs 
and  a  Price  Commission  investigation 
which  "introduced  a  major  deterioration 
to  the  highly  competitive  conditions  in 
which  we  normally  do  business." 

Fruit  juice  plant 

Bush  Boake  Allen,  Albright  and  Wilson's 
specialist  flavours  and  fragrances  division, 
is  to  install  a  new  fruit  juice  concentra- 
tion plant  at  its  factory  in  Witham, 
Essex,  which  is  expected  to  double  pro- 
duction capacity. 

Most  of  Bush  Boake  Allen's  concen- 
trated fruit  juices  are  sold  in  the  UK 
and  it  is  expected  that  sales  will  grow 
substantially  in  the  next  few  years.  EEC 
legislation  on  food  flavouring  and  label- 
ling has  encouraged  the  increased  use  in 
the  UK  of  natural  juices  and  extracts, 
and  fruit  nectars  and  syrups,  based  on 
natural  juices,  long  popular  on  the 
Continent,  are  also  expected  to  become 
more  common  in  the  UK. 

U.G.  modernise 

The  United  Glass  Group  has  improved 
its  factory  at  New  Cross  in  South 
London,  which  specialises  in  producing 
small  capacity  glass  containers  for  the 
food,  pharmaceutical,  toiletry  and  spirit 
industries. 

Mr  Alan  Ball,  manufacturing  director 
of  U.G.  said:  "These  improvements  to 
the  factory  should  ensure  that  we  can 
keep  pace  with  customer  demand  for 


small  ware  and  at  the  same  time  improve 
quality  and  manufacturing  efficiencies." 

Laporte  cash  call 

Laporte  Industries  called  last  week  for 
£10.6m  from  its  shareholders  to  finance 
further  expansion  at  home  and  abroad, 
particularly  in  the  US.  The  cash  call  will 
involve  the  issue  of  approximately  11.58m 
shares  and  the  Belgian  group,  Solvay  and 
Cie,  SA,  which  has  a  25  per  cent  stake 
in  Laporte  is  to  take  up  its  rights  in  full, 
the  balance  being  underwritten  by  S.  G. 
Warburg. 

Tn  the  first  six  months  to  July  1  pre- 
tax profits  improved  considerably  from 
£4.72m  to  £8. 52m  and  Laporte  are 
confident  of  good  year  end  results. 

Berec  suffer 

Berec,  the  Ever  Ready  battery  group, 
have  suffered  a  serious  shortfall  in  the 
first  six  months  ended  September  1,  1979. 
largely  due  to  strikes  in  their  UK  plants 
and  a  collapse  of  the  Nigerian  market. 

Pre-tax  profits  were  £8m  down, 
falling  from  £1 1.14m  to  £3.1 5m,  much 
of  the  blame  lying  with  depressed  over- 
seas markets.  Berec  are  currently  seeking 
new  markets  for  their  products  and  the 
directors  foresee  a  considerable  improve- 
ment in  year  end. 

Lilly  export  boost 

Eli  Lilly  and  Co,  the  US  based  parent  of 
Lilly  Industries  Ltd,  has  announced  a  19 
per  cent  sales  increase  and  a  16  per  cent 
growth  in  earnings  in  the  third  quarter 
of  1979. 

Consolidated  third  quarter  sales  were 
$509.4m  compared  with  $427.9m  for  the 
same  period  in  1978,  with  estimated  net 
income  $70. 5m  as  against  $61. 0m  last 
year.  Mr  R.  D.  Wood,  chairman,  said 
total  sales  outside  the  US  rose  by  19  per 
cent  in  the  third  quarter. 

US  chemical 
sales  up 

Union  Carbide  and  Dow  Chemical, 
respectively  the  second  and  third  largest 
US  chemical  concerns  have  both  recorded 
excellent  third  quarter  results. 

Union  Carbide  showed  an  85  per  cent 
increase  in  third  quarter  net  income  from 
$80.7m  to  $  149.4m,  with  sales  up  18  per 
cent  to  $2,33bn.  The  largest  increase 
was  in  overseas  sales — up  11  per  cent. 

Dow  Chemical  lifted  net  income  by  29 
per  cent  to  $  198.4m,  with  exports  com- 
prising over  30  per  cent  of  the  company's 
total  sales  for  the  first  time. 

Warwick  expand 

Warwick  Chemical  are  paying  £2.5m  for 
property,  plant  and  equipment  owned  by 
Palmer  Research  Laboratories.  The  pur- 
chase of  the  assets  is  part  of  Ault  and 
Wiborg's  (Warwick's  parent  company) 
policy  to  build  up  their  chemical 
operation. 


The  1979-80  lecture  session  of  the  Society  of  Cosmetic  scientists  commenced  with 
the  presentation  of  Certificates  of  diploma  for  successful  students.  Pictured  are 
Dr  A.  J.  Tyler  (seated  second  from  left),  president  of  the  society,  and  Mr.  M.  Callingham 
(seated  far  rght),  the  Society's  education  secretary,  with  some  of  the  students 
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APPOINTMENTS 

New  chairman 
for  Sangers 

Mr  G.  H.  J.  Robinson  has  been  appointed 
chairman  of  Sangers  Group  Ltd  in  suc- 
cession to  Mr  H.  T.  Nicholson  who  is 
retiring  from  the  board.  Mr  Robinson  is 
the  former  chief  executive  of  Gillette 
Industries  Ltd  and  has  wide  experience 
in  the  business  sectors  in  which  the 
Group  is  involved.  He  has  applied  this 
since  his  appointment  as  a  non-executive 
director  of  the  Group  in  July.  He  is 
currently  chairman  of  Denbyware  Ltd, 
a  director  of  Minster  Assets  Ltd  and  a 
regional  director  of  National  West- 
minster Bank  Ltd. 

Brent  Chemicals  International  Ltd:  Mr 

H.  W.  Cross  is  to   become  executive 


chairman  of  Brent  Chemicals  Inter- 
national Limited  from  January  1,  1980, 
in  succession  to  Mr  J.  S.  M.  Jones,  who 
will  remain  a  non-executive  member  of 
the  board.  Jn  addition,  Mr  S.  C.  Cuth- 
bert,  at  present  finance  director,  will 
become  chief  executive  and  group  manag- 
ing director  from  the  same  date. 
Cooper  Health  Products  Ltd:  Mr  Ronald 
W.  Fawcett  has  been  appointed  market- 
ing manager,  ophthalmic  group  products 
and  Mr  David  Pettit,  pharmaceutical 
products  manager. 

Wilkinson  Sword  Ltd:  Mr  David  Poole 
has  been  appointed  product  manager  of 
their  housewares  division. 
Abatron  Ltd:  Derek  Garrity  has  been 
appointed  a  director  with  joint  respon- 
sibility for  sales  and  marketing. 
West  Pharmaplastics  and  West  Pharma- 
rubber:  Mr  John  Worrow  has  been 
appointed  general  manager,  Mr  Peter 
Stafford,  marketing  manager  and  Ms 
Sally  Farley,  sales  office  manager. 


My  daughter's  cars 
were  pierced 
ata 


djenjist 


Please  send  me  the  Inverness  brochure 
Please  ask  a  representative  to  telephone  me  to  arrange 
a  no  obligation  demonstration 


Name .... 
Address 


Telephone  No  

722    Chemist  &  Druggist 


Automatic  Ear  Piercing  System 

Louis  Marcel  Ltd.  12  Bexley  Street,  Windsor. 
Telephone:  Windsor  51 336. 


MARKET  NEWS 

Dearer  chemicals 

London,  October  31:  A  number  of 
pharmaceutical  chemicals  have  been 
increased  in  price — some  by  substan- 
tial amounts.  Tartaric  acid  has  risen 
by  £355  metric  ton,  anhydrous  citric 
acid  by  £43.  It  follows  that  tartrates 
and  citrates  have  also  been  marked 
up.  Glacial  acetic  acid  is  dearer  by 
£25  metric  ton.  Formic  acid  by  about 
£30.  Among  magnesium  salts  the 
heavy  variety  of  both  oxide  and  car- 
bonate are  up  but  the  light  are  un- 
changed. Following  a  long  period  of 
stability  sorbitol  powder  has  moved 
up  by  £110  metric  ton  to  £690  and  the 
syrup  by  £10  to  £315.  Isoprenaline 
and  isoetharine  are  £5  and  £10kg 
dearer  respectively  from  November  1. 
Activity  during  the  week  in  essential 
oils  was  minimal  following  the  an- 
nouncement that  all  exchange  cur- 
rency controls  had  ended  after  40 
years.  The  pound  lost  about  4  cents 
against  the  US  dollar  which  was  itself 
weak,  most  of  the  changes  in  this 
week's  list  of  oils  are  due  to  the  lower 
value  of  the  pound.  There  were  no 
new  developments  to  report  from  the 
Canton  fair. 

As  regards  spices  the  currency 
changes  had  no  effect  and  prices 
were  repeated  excepting  for  forward 
pepper. 

Pharmaceutical  chemicals 

Acetic  acid:  4-ton  lots,  per  metric  ton  delivered — 
glacial    BPC   £370;    99.5   per   cent   £356;    80  per 
cent  grade  pure  £321;  technical  £303. 
Acetone:  £410  metric  ton  for  30-drum  lots. 
Adrenaline:    (per  g)    1  kg    lots   base   £0.30;  acid 
tartrate  £0.25. 

Borax:  EP  grade,  2-4  ton  lots  per  metric  ton  in 
paper  bags,  delivered — granular  £239;  powder  £260; 
extra  fine  powder  £272. 

Boric  acid:  EP  grade  per  metric  ton  in  2-4  ton 

lots — granular  £369;  powder  £395. 

Citric  acid:  BP  per  metric  ton  single  deliveries, 

granular  hydrous  £838;  anhydrous  £900,  powdered 
£20  premium  per  1,000  kg. 

Formic  acid:  per  metric  ton  delivered  in  4-ton  lots, 

98  per  cent  £362;  85  per  cent  £303. 

Iodine:  Resublimed  £7.48  kg  in  250-kg  lots;  crude 

£4.90  kg  in  1-ton  lots. 

Isoetharine  hydrochloride:  £110  kg  for  1-kg  lots. 
Isoprenaline:  Hydrochloride  £70  kg;  sulphate  £65. 
Kaolin:  BP  natural  £152.05  per  1,000  kg;  light 
£158.60  ex-works  in  minimum  10-ton  lots  ex  works. 
Lactic  acid:  BP  88/90%  £1.80  kg  in  70-kg  drum. 
Magnesium  carbonate:  BP  per  metric  ton — heavy 
£690;    light  £580. 

Magnesium  chloride:  BP  crystals  £0.83  kg  for  50-kg 
lots. 

Magnesium  dihydrogen  phosphate:  Pure  £2.29  kg 
in  50-kg  lots. 

Magnesium    hydroxide-    (metric    ton)    BPC  light 
£1,540;;  28  per  cent  "paste  £470. 
Magnesium  oxide:  BP  per  metric  ton,  heavy  £1,700; 
light  £1,540. 

Magnesium    sulphate:    BP    £131-£138    metric  ton; 
commercial  £120.50;   exsiccated   BP  £268. 
Magnesium  trisilicate:  £0.90  kg  in  minimum  1,000- 
kg  lot. 

Oxalic  acid:  Recrystallised  £1.39  kg  for  50-kg  lots. 
Phosphoric  acid:  BP  sg  1,750  £0.4421  kg  in  30 
drum   lots  minimum. 

Potassium  acetate:  BPC  £0.95  kg  for  minimum 
£500  order. 

Potassium  ammonium  tartrate:  £2.24  kg  in  50-kg 
lots. 

Potassium  bitartrate:  £1,090  per  metric  ton. 
Potassium  citrate:  Granular  £1,005  per  metric  ton, 
powder  £1,025. 

Potassium   diphosphate:   BPC   1949   in   50-kg  lots. 

granular  £2.15  kg;  powder  £1.88. 

Potassium  hydroxide:  Pellets  BP  1963  in  50-kg  lots 

£1,379    kg;    sticks    not    offered;    technical  flakes 

£0.4577. 

Potassium  nitrate:  Recrystallised  £1.05  kg  for  50-kg 
drums. 

Potassium  phosphate:  monobasic  BPC  1949,  £1.30 
kg  in  50-kg  lots. 

Potassium  sodium  tartrate:  £887  per  metric  ton. 
Sodium  acetate:  BP  crystals  £0.94  kg  in  50-kg. 
Sodium  acid  phosphate:  BP  crystals  £1.19-£1.34  kg 

as  to  source  for  50-kg  lots. 

Sodium  bicarbonate:  BP  from  £121.24  metric  ton 
as  to  grade  in  minimum.  10-ton  lots  delivered  UK. 
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Sodium  benzoate:  £0.6347  kg  500-kg  lots. 
Sodium  carbonate:  Anhydrous  £500  per  metric  ton. 
Sodium  chloride  Vacuum-dried  in  10-ton  lots  £35. OS- 
ESS. 76  metric  ton  as  to  packing,  delivered  London. 
Sodium  citrate:  Granular  £838  metric  ton;  powder 
£858. 

Sodium  fluoride:  in  50-kg  lots  £2.43  kg. 
Sodium  gluconate:  Technical  £756  metric  ton. 
Sodium  hydroxide:  Pellets  BP  1973  in  50-kg  lots 
£0.82-£0.93  kg. 

Sodium  nitrate:  Recrystallised  £0.84  kg  for  50-kg 
lots. 

Sodium  nitrite:  BPC  1973  £0.90-£1.18  kg  as  to 
maker  for  50-kg  lots. 

Sodium   perborate:    (per   1,000   kg)  monohydrate 
£584;  tetrahydrate  £346. 
Sodium  percarbonate:  £457  per  metric  ton. 
Sodium     phosphate:     monobasic     BP  crystalline 
21.19  kg  in  50-kg  lots. 

Sodium  sulphate:  Fine  crystals  BP  £89.80  per  metric 
;on,  pea  crystals  £109.30;  commercial  £39.60 
ax  works. 

Sodium  sulphite:  Crystals  £0.1655  kg  (500  kg  mini- 
•num) . 

Sodium  thiosulphate:  photo  grade  £187  per  metric 

ton;  £174.50  ton  in  4-ton  lots. 

Sorbitol:  Powder  £690  metric  ton;  syrup  £315. 


Crude  drugs 


Agar:  Spanish/Portuguese  £7.30  kg  nominal. 
Balsams:   (kg)   Canada  £12.70  on  the  spot  ship- 
ment steady  at  £12.40,    cif.   Copaiba  £3.15  spot 
£2.95,    cif.     Peru:    £9.55    spot;    £9.65    cif.  Tolu: 
£6.10  spot. 

Buchu:  Leaves  £1.40  kg  spot;  £1.33,  cif,  nominal. 
Camphor:    Natural    powder    unavailable    on  spot 
£6.50  cif.  Synthetic  99%   £1.35  spot;   94%  £1.15; 
no  cif  offers  from  China. 

Cascara:  £1,160  metric  ton  spot;  £1,015,  cif. 
Pimento:  Jamaican  £1,120  metric  ton  spot:  £1,085. 
Senega:   Canadian   £10.30  kg   spot;   £9.05,  cif. 
Squill:  Indian  white  £340  metric  ton,  cif. 
Tonquin   beans:   Para  £3.65   kg  spot;   £3.30,  cif. 

Essential  oils 

Anise:  (kg)  Spot  £13.50:  shipment  £13.25,  cif. 
Cinnamon:  Ceylon  leaf  £2.50  kg  spot;  £2.45,  cif. 
bark.  English-distilled  £155. 

Citronella:  Ceylon  no  spot;  £3.25,  cif.  Chinese 
£4   kg   spot;   £4.10,  Cif. 

Clove:    Indonesian    leaf.   £2.20   kg   spot;  shipment 
£1.87,  cif.  English-distilled  bud  £44. 
Peppermint:    (kg)    Arvensis — Brazilian  £4.65  spot; 
£4.70,  cif.  Chinese  £3.45  spot;  £3.30,  cif.  Piperata 
American  from  £14.25  spot;  £13.75,  cif. 
Petitgrain:  Paraguay  £7.50  kg  spot;  £7.25,  cif. 
Spearmint:  Chinese  £10  kg  spot;  £9.20,  cif. 

The  prices  given  are  those  obtained  by  importers  or 
manufacturers  for  bulk  quantities  and  do  not  include 
value  added  tax.  They  represent  the  last  quoted  or 
accepted  prices  as  we  go  to  press. 


COMING  EVENTS 


Sunday,  November  4 

West  Metropolitan  Branch,  Pharmaceutical  Society, 

Royal  Postgraduate  medical  school,  Hammersmith 
Hospital,  Du  Cane  Road,  London  W1 1  at  10  am. 
Postgraduate  course  on  "Adverse  drug 
reactions". 

Monday,  November  5 

East  Metropolitan  Branch,  Pharmaceutical  Society, 

Churchill  Room,  Wanstead  library,  Spratt  Hall 
ROad,  Wanstead,  London  E11,  at  8  pm.  Dr  John 
Porinby  (consultant  radiologist  to  West  Rodings 
Hospital)  on  "The  radiologist's  dream". 
Leicestershire  Branch,  Prarmaceutical  Society, 
Postgraduate  medical  centre,  Leicester  Royal 
Infirmary,  at  8  pm.  Dr  W.  Wagstaff  (director, 
Trent  regional  blood  transfusion  service)  on 
"Blood  transfusion  services." 

Tuesday,  November  6 

Cambridgeshire  Pharmacists'  Association,  Purbeck 
House,  Purbeck  Road,  at  8.15  pm.  Mr  E.  J. 
Downing  (NPA  assistant  secretary)  on  "Health 
and  safety  at  work". 
Brighton  Branch,  Pharmaceutical  Society, 
Postgraduate  medical  centre,  Brighton  General 
Hospital,  Elm  Grove,  Brighton  at  7.30  pm. 
Wine  and  cheese  evening. 

Fife  Branch,  Pharmaceutcal  Society,  Royal  Albert 
Hotel,  Kirkaldy,  at  7.45  pm.  Dr  A.  W.  Blair 
(consultant  paediatrician,  Fife  Health  Board)  on 
"Drugs  in  breast  milk." 

Wednesday,  November  7 

Enfield  Pharmacists'  Association,  Foresters  Hall, 

Enfield  at  8  pm.  Scandinavian  evening.  (Tickets 
£3  available  from  Mrs  M.  Mackenzie,  103  Vera 
Avenue,  Grange  Park,  London  N21.) 
West  Dorset  Pharmacists'  Association,  Judge 
Jefferies  Restaurant,  High  West  Street,  Dorchester. 
Annual  meeting,  at  7.45  pm,  followed  by 
Mr  A.  Trotman  (managing  director  IMCL)  on 
"The  future  rote  of  Numark-type  schemes  for 
independent  chemists."  Bournemouth  and 
Dorset  Branch  members  welcome. 
Socialist  Medical  Association  Pharmacy  Group, 
Committee  Room  9,  House  of  Commons  at  7  pm. 
Mr  M.  Thomas  MP  on  "Drug  promotion  and 
the  NHS." 


Scottish  Department,  Pharmaceutical  Society, 

Society's  Hall,  36  York  Place,  Edinburgh, 

at  7.45  pm.  Dr  J.  D.  Briggs  (consultant  physician, 

Western  Infirmary,  Glasgow)  on  "Treatment  of 

chronic  renal  failure." 

Sheffield  Branch,  Pharmaceutical  Society 

and  Sheffield  Guild  of  Pharmacists,  Lecture 

theatre,  Postgraduate  medical  centre,  Northern 

General  Hospital,  at  8  pm.  Professor  S.  Davis 

and  Mr  Aslem  on  "Asian  medicine." 

Thursday,  November  8 

Leeds  Branch,  Pharmaceutical  Society,  Golden 
Lion  Hotel,  Leeds  at  8  pm.  Dr  D.  A.  Hall  on 
"Work  with  the  elderly." 
Blackpool  Branch,  Pharmaceutical  Society, 

Victoria  Hotel,  Blackpool  at  7.45  pm.  Fim  evening. 

Friday,  November  9 

Mersey  Branch,  Pharmaceutical  Society, 

Olatterbridge  postgraduate  medical  centre, 
Olatterbridge  at  10  am.  Study  day  on  "Mental 
disorders  and  their  treatment." 

Advance  information 

Separation  Processes  Technology:  International 
Conference,  November  13-15,  Holiday  Inn, 
Plymouth.  Launch  of  Journal  of  Separation  Process 
Technology  and  discussion  of  various  separation 
processes  of  industrial  importance.  Further 
details  from  Centre  Conferences,  PO  Box  78, 
London  NW11  OPG. 

Phyt  Chemical  Society  of  Europe.  International 
symposium  on  spices  at  Chelsea  college, 
university  of  London,  Manresa  Road,  SW3, 
January  3-4.  Further  details  from  Nr  N.  G.  Bisset, 
department  of  pharmacy,  Chelsea  college. 
"Education  courses  on  chemical  analysis,  emulsion 
technology  and  the  characterisation  and 
pre-formation  of  pharmaceutical  powders," 
Waldorf  Hotel,  London,  November  27-29. 
Further  details  from  Centre  Conferences, 
Continuing  Education  Division,  PO  Box  78, 
London  NW11  O'PG. 

"Packaging  and  Marketing  of  cosmetic  products" 
seminar,  Carlton  Tower  Hotel,  Cadogan  Place, 
London  SW1,  November  14.  Speakers  on 
manufacture,  packaging,  safety,  quantity, 
advertising  and  product  liability  controls.  Fee  £85 
(ex  VAT)  including  refreshments  and 
documentation.  Further  details,  Oyez  International 
Business  Communications  Ltd,   Norwich  House, 
Norwich  Street,  London  EC4A  1AB. 


ALPHAKIL 

TOR  MICE  v^jL^ 

RENTOKIL 

PRODUCTS  THE  PROFESSIONALS  USE 


lA/lcT^ltJJP'  PRODUCTS  DIVISION,  FELCOURT.  EAST  GRINSTEAD. 
WEST  SUSSEX,  RH1  9  2JY  Telephone  Lingfield  (0342)  833022 


DRAUGHT  BEER 

Brewery  in 
a  box 

Geordie  introduce  a 
great  new  idea  — 
The  Brewery  in  a  Box! 

The  Kit  contains: 
40pt  Collapsable  Barrel 
Hydrometer 
4n  Syphon  Tube 
Rigid  'IT  Bend 
3  Fermenting  Bags 
Plastic  Spoon 

<n£—    Plus  a  pack  of  Sarah's  Bitter 

MEET  THE  DEMAND  PLACE  YOUR 
%J '.l!~p  V^JU      CHRISTMAS  ORDER  NOW' 
^f^J  ATTRACTIVE  TRADE  TERMS 

Send  this  coupon  for  further  details 


■  Post  to:  Viking  Brews  Limited.  28/29  Clive 
|  Street.  North  Shields.  Tyne  and  Wear. 

|  Name  

_  Address  .  


RING  (0632)  573402  co».3 
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STOCKS  FOR  SALE 


STOCKS  WANTED 


AFRO'  PRODUCTS 

English,  American  and  Caribbean  products.  We  offer  a  unique  ser- 
vice, to  the  retailer,  in  most  popular  brands  of  hair  and  skin  cosmetics. 
Johnson  s,  Palmer's,  St.  Clare's,  Dax,  La  India,  etc  ,  etc. 

ZEBBRA  WHOLESALERS, 
127  Stoke  Newington  High  St., 
London,  N16. 

Phone  01-249  3161,  ext.  4/5. 


WEST  LONDON 
CASH  AND  CARRY 

397  Acton  Lane, 
London,  W.3. 
Tel:  01-993  6400/6409/2921 

Comprehensive  range  of  Christmas  gift 
sets  and  perfumes. 
Cost  65p  retail  £1.99 
Cost  89p  retail  £2.95 


SINGLE  EDGE  BLADES.  Stainless 
steel  blades  20  packets  of  5  or  cartons 
of  100  £3.95  inclusive  cheque  with 
order  please.  Rolenworth  Limited,  1/3 
Greys  Road,  Henley-on-Thames, 
Oxon. 

SINGLE  EDGE  BLADES.  20  pkts  of  5 
on  showcard,  £3.25  inc  VAT.  Packs  of 
100  S.E.  blades  in  carton,  £3.25  inc. 
Cheque  with  order  please.  Maxwell 
Gordon,  2b  Cricklewood  Lane,  London 
NW2  1EX. 

COPPER   TRADING  COMPANY. 

Direct  from  the  manufacturer,  Copper 
Bangles  at  only  £65  per  hundred. 
Copper  Trading  Company,  35  High 
Street,  Banstead,  Surrey.  Tel.  Burgh 
Heath  (25)  59658. 

ONE-SIZE  TIGHTS  from  £2.30  doz. 
plus  VAT.  Min.  order  6  doz.  overall 
CWO.  Carriage  free.  Full  range  Price 
List.  E  &  R  Kaye,  16/18  New  Bridge 
Street,  London,  EC4. 


PALMERS 

COCOA  BUTTER  FORMULA 

COCOANUT  FORMULA 
HAIR  SUCCESS  TREATMENT 

DRULA 

BLEACHING  WAX 
for 

Dark  Skin  &  Freckles 
DRULA  COMPLEXION  SOAP 
RAVIKA  LTD. 
2A,  Tottenhall  Road, 

Palmers  Green, 
LONDON  N.13  6HX 
01-889  1545. 


DISCREET  INVESTMENT.  Put  your 
spare  cash  into  valuable  stamps  for 
maximum  growth.  Pharmacist  offers 
colleague's  expert  service  in  strictest 
confidence  with  buy-back  guarantee. 
Details  without  obligation.  Box  No. 
2654. 

JEWELLERY.  Sterling  silver  and  9ct 
gold.  A  wide  range  of  ear-rings,  rings, 
bracelets,  chains  etc,  brought  to  your 
door  at  best  cash  prices.  Write  Lloyd 
Cole,  37  College  Avenue,  Maidenhead. 


THE  ORIGINAL  COPPER 
BRACELET 

price  details  available  for 
Copper,  Silver-plated  and  Gold 
plated  bracelets 
From: 

SABONA  OF  LONDON  LTD. 
73,  NEW  BOND  STREET 
LONDON  W1 
01-629  6921 


FOR  SALE 

5  kg  Menthol  BP  at  £99.00  +  VAT  and 
carriage.  Portable  water  purifier  at 
£85.00  +  VAT  and  carriage.  New 
Swiss  fire  extinguisher  at  £29.00  + 
VAT  and  carriage. 

TEL:  01-669  4083. 


SHOPFITTING 


SPECIALIST  SHOPFITTING  SER- 
VICES. Free  Planning,  Competitive 
Prices.  Phone  061-445  3506.  H.  A. 
Peyser,  20  Fairfax  Avenue,  Didsbury, 
Manchester  M20  0AJ. 
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SHOPKIT 

The  world's  first  D.I.Y  shopfitting  system 
can  save  you  as  much  as  £1 ,500  on  an 
average  refit.  Illustrated  leaflets  sent  by 
return  of  post. 

SHOPKIT, 

50  Ivatt  Way, 
Peterborough  PE3  7PN, 
or  telephone 
Peterborough  0733  265263 
(24-hour  cheap  service). 


Modular  units  with  complete 
.  shopfitting  services.!  NPU-NPA 
recommended  (for  15  years). 
Coloured  brochurefrom: 
Olney  Brothers  Ltd., 
Northbridge  Road,  Berkhamsted, 
Herts.  HP4  1EG.  Tel:  5417/9 


SUPER  SHELVING  SYSTEM  WILL 
INCREASE  YOUR  TOILETRY  SALES 
BY  HUNDREDS  of  pounds.  Send  for 
colour  illustration  or  ask  us  to  call  for 
instant  quote.  Glass  display  counters 
with  lighting,  island  sites  and  show- 
cases. Early  delivery  direct  from  mak- 
ers THIRSK  SHOPFITTINGS,  741- 
743  Garrett  Lane,  London  SW17  0PD. 
Tel:  01-946  2291. 


WE  PURCHASE 
SHOP  STOCKS  AND 
MANUFACTURERS  SURPLUS 

Please  telephone  or  write' 
LAWRENCE  EDWARDS 
AND  CO.  LTD., 
Wellington  Close, 
London  W11  2AN. 
Tel:  01-727  3137-8 


EMMERSONS 

Cash  buyer  of  stocks  lots 
—  discontinued  —  manufacturers 
clearing  lines  and  retailers  stock. 

Contact  Emmersons  Limited, 

58  Plsgah  Street, 
Kenflg  Hill,  South  Wales. 
Tel:  (0656)  740362. 
Telex:  898203. 


A.  &  H.  OTTER  LTD. 

(established  1920) 

Largest  cash  stock  buyers  in  the 

trade  for  manufacturers'  clearing 

lines,  and  retailers'  stocks. 

8  Northburgh  Street,  London 

EC1V  0B A.  Tel:  01-253  1184/5. 

Telegrams:  "Salvall",  London 

E.C.1. 


WANTED:  NEWMAN  CAP  TIGHT- 
ENING Machine  or  similar.  Paul  Hoskin 
Ltd,  New  Orchard  Lane,  Thurcroft  nr 
Rotherham  S66  9 AD.  Wickersley  477. 


WE  BUY  your  outdated  film,  chemicals, 
paper,  anything  photographic  con- 
sidered. Phone  Mr  Norton  061-427 
3946. 


PHARMACEUTICAL  ANTIQUES. 

Drug  runs,  shop  interiors,  bottles, 
etc.,  urgently  wanted.  Kindly  contact 
Robin  Wheeler  Antiques,  Parklands 
Park  Road,  Ashtead,  Surrey.  Tele- 
phone: Ashtead  72319.  Buyer  col- 
lects. 


BUSINESS  FOR  SALE 


XI  —  NORTH  L  A  N  - 
CASHIRE — turnover  for  cur- 
rent year  approx.  £170,000 
sited  in  small  town  near 
national  park.  Dispensing  3,500 
scripts  per  month.  Lock-up, 
freehold  property  for  sale  or  rent 
at  £1,600  per  annum,  return  of 
vacancy  price,  goodwill  £38,000, 
fixtures  £7,000,  stock  approx 
£14,500. 

X2  —  SOUTH  MAN- 
CHESTER—Retirement  vac- 
ancy in  residential  suburb.  Turn- 
over £9,780  to  March  1979. 
Scripts  2,500  per  month.  Easily 
run,  no  late  hours.  Property  for 
sale  or  lease  at  £2,600  per 
annum.  Goodwill  and  fixtures 
£10,750.  Stock  at  valuation 
£19,000. 


X3— COUNTY  DURHAM 
— Dispensing  Sunday  business  in 
centre  shopping  area.  Turnover 
£96,800  with  good  profits.  Not 
heavy  dispensing.  Closes  5.30 
p.m.  Property  for  sale,  £30,000 
including  living  accommodation 
with  3  bedrooms  and  large  gar- 
den. Goodwill  and  fixtures 
£10,000  plus  stock  approx. 
£12,000  at  valuation. 


X4— NORTH  EAST  ENG- 
LAND— A  pharmacy  in  out- 
standing town  centre  site,  very 
valuable  freehold  property  val- 
ued at  £90,000.  Turnover  of  bus- 
iness 1978  £148,000,  showing 
good  increase  in  current  year. 
Scripts  1,400  per  month.  Vendor 
will  sell  for  property  value  plus 
valuation  of  stock,  estimated  at 
£22,000. 


X5— LIVERPOOL— Housing 
estate  business  on  outskirts  of 
town.  Turnover  to  April  1979, 
£63,400,  28.7  per  cent  gross  pro- 
fit. Dispensing  1,700  scripts  per 
month.  Not  dependent  on  any 
local  doctor.  Property  on 
lease/rent  £750  per  annum. 
Price,  goodwill  and  fixtures 
£1 ,500  plus  stock  approx.  £9,000 
(could  be  adjusted). 

X6  —  LANCASHIRE  —  Drug 
store  for  sale.  Turnover,  1979, 
over  £30,000  per  annum.  Snould 
run  well  as  pharmacy.  Living 
accommodation  includes  two 
bedrooms,  bathroom  and  living 
room.  Price  £4,000  for  goodwill 
and  fixtures  and  stock  £5,000  at 
valuation. 


V  Ernest  J/George 

GARDALE  HOUSE,  122  GATLEY  ROAD,  GATLEY.  CHEADLE,  «s 
CHESHIRE  SK8  4AT  Tel:  061-428  6718/9 
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SITUATIONS  VACANT 


South  East  Kent  Health  District 
BUCKLAND  HOSPITAL,  DOVER 

Pharmacy  Technician 
(Part-time) 

Salary  scale  pro-rata  to  £2,691 -£3,411  per  annum 

Applications  are  invited  from  certified  technicians  to  work  in  the 
Department  for  a  period  of  up  to  twenty  hours  per  week  by 
arrangement. 

Applicants  should  have  Apothecary  Hall  and/or  City  and  Guild 
Qualifications. 

For  further  details  contact:  Mr.  C.  M.  Pritchard,  Staff 
Pharmacist  In  Charge,  on  Dover  201624  ext.  114. 
Application  form  and  job  description  available  from  the 
Sector  Administrator  at  the  above  hospital. 


SITUATIONS  WANTED 

SALES/MANAGEMENT.  Wholesaling 
Sales  Manager  re-settling  in  England 
seeks  responsible,  well  remunerated 
post,  preferably  in  south-west.  Avail- 
able for  interview  from  7th  January 
1980.  Write  for  curriculum  vitae  to 
Blackmore,  58  Eastlyn  Road,  Bristol 
BS13  7HY. 


WEST  LEEDS 

Pharmacist  Manager  required  for  pleasant 
local  branch  Pharmacy.  Happy  staff  and 
congenial  working  conditions  with  long 
weekends  often  free  and  good  company 
conditions.  Possibly  suitable  for  a  recently 
registered  pharmacist. 
Telephone  or  write:  Allan  Marks,  AMIM 
House,  Wharf  Street,  Shipley,  West 
Yorkshire.  Telephone  Bradford  593111 
day,  or  Leeds  689481  evenings/ 
weekends. 


AGENTS 


AGENTS 

required 

For  all  areas  of  Scotland,  for  selling  of 
highly  competitively  priced  generic  range 
of  tablets  and  capsules.  High  commission 
and  petrol  contribution.  Would  suit  either 
existing  agent  calling  on  chemists  and 
dispensing  doctors  or  retired  medical  rep- 
resentatives. Interviews  arranged  Scot- 
land. 

Apply  to:  Doncaster  Pharmaceuticals 
Ltd.,  153  Carr  House  Road,  Doncaster, 
S.  Yorks. 


SALES  EXECUTIVE  with  excellent 
connections  and  proven  track  record  in 
the  pharmaceutical  field,  returning  to 
Australia  end  of  November,  would  like 
to  hear  from  all  interested  man- 
ufacturers. Telephone  0534  25649. 


MACHINE  FOR  SALE 


AVERY  BEAM  SCALE,  weighs  up  to 
2lb/1  kg.  As  new,  only  used  twice.  Will 
accept  "£65  o.n.o.  Tel.  No.  Bentham 
(0468)  61935. 


TRADE  SERVICES 


International  Trade  Mark  Agents 

Established  1887 
52-54  Featherstone  Street 

London  EC1Y  8ST 
Telephone  01-253  6184 
Telex  299638  March  G 


AUTHORS,  get  your  book  published, 
Details  New  Horizon  CD.  5  Victoria 
Drive,  Bognor  Regis. 


BUSINESS  OPPS. 


Approved  Prescription  Services  Limited 

CLECKHEATON.  WEST  YORKSHIRE.  BD193BZ. 
TELEPHONE:  —    CLECKHEATON  (02741876776. 

COLOSTOMY,  ILEOSTOMY,  UROS- 
TOMY appliances/accessories.  Com- 
plete range.  Immediate  delivery.  Gram- 
pian Medical  Supplies,  29-33  Skene 
Square,  Aberdeen.  Tel:  0224  631307. 


British  pharmaceutical 
wholesalers  required 
able  to  supply  Dutch 
firm 

Please  reply  to 
Box  2664 


Please  Address 
Box  No.  replies  to: 

Box  No  

Chemist  and  Druggist 
25  New  Street  Square, 
London  EC4A  3JA 


ELBEO 


SALES 
REPRESENTATIVE 

Cumbria,  Lancashire,  Cheshire 


An  opportunity  has  arisen  to  represent  Elbeo,  the  quality 
hosiery  manufacturers,  on  one  of  its  fastest  growing  ter- 
ritories. 

The  company  is  looking  for  a  Sales  Representative  who  is 
currently  living  in  the  area  and  is  familiar  with  it. 

An  ideal  background  would  be  retail  selling  to  High  Street 
stores,  possibly  already  in  ladies'  fashions  but  allied  fields 
such  as  cosmetics  could  be  equally  appropriate. 

Earnings  will  comprise  of  a  good  basic  salary  and  com- 
mission (which  for  the  past  two  years  has  been  in  the  £000s 
rather  than  £00s!). 

Company  car,  expenses,  good  pension  scheme,  etc. 

Please  write  to: 

John  Walton,  Sales  Manager 
Elbeo  Ltd. 
Lenton  Lane 
Nottingham,  NG7  2NS 


Are  you  good 
at  figures  ? 


A  person  is  required  to  assist  in  the  C&D  Pricing 
Service. 

We  are  looking  for  somebody  who  can  cope  with 
prices  and  value  added  tax,  who  is  accurate,  and  who 
has  the  ability  to  cope  with  inquirers  on  the  telephone 
and  maintain  neat  records. 

The  successful  applicant  is  likely  to  have  experience 
in  a  pharmacy,  dispensary  or  the  pharmaceutical 
industry  and  may  have  been  employed  in  invoicing, 
stocktaking,  or  stockkeeping. 

If  you  believe  you  can  help  in  compiling  the  C&D 
pricing  publications  write  to: 

J.  Lear, 
Director, 

Chemist  &  Druggist, 
25  New  Street  Square, 
LONDON,  EC4A  3JA. 


CHEMIST 
DRUGGIST 
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Key 

Accounts  Executive 

to  £7,000+ car 

♦  Our  client  is  a  leading  international  pharmaceutical  company  who, 
following  a  recent  acquisition,  now  plans  a  major  expansion  of  their 
sales  force. 

♦  This  new  position  is  concerned  with  the  rapid  development  of 
profitable  business  through  the  national  retail  and  wholesale 
sectors  of  the  chemist  trade  and  significant  regional  outlets. 

♦  It  is  intended  that  the  person  appointed  will  be  able  quickly  to 
assume  responsibility  for  a  small  national  sales  group  specialising 
in  proprietary  products. 

♦  Candidates  must  be  able  to  point  to  real  sales  achievements  at  this 
level  of  the  trade  and  be  looking  for  line  management  opportunity. 

For  further  details  and  an  application  form  telephone  Guildford  (0483) 
70666  (24  hour  answering  service)  or  write  with  resume  to  Grosvenor 
Stewart  Limited,  Norfolk  House,  187  High  Street,  Guildford,  Surrey. 


GROSVENOR  STEWART 

Executive  Search  and  Selection 
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Classified 
Headings 

Situations  Vacant 

Hospital  Appointments 

Trade  Services 

Business 
Opportunities 

Wanted 

For  Sale 


Chemist  &  Druggist 

gets  results.  Put  it  to  the 
test  by  posting  us  your 
next  advertisement  or  by 
telephoning  us  on: 
01-353  3212  Extension 
196. 


CAN  YOU  SELL  TO 
CHEMISTS? 


Order  takers  need  read  no  further.  We  are  manufacturers  of  anti- 
perspirants,  oral  hygiene  and  beauty  care  products  and  are  looking 
for  a  sales  person  to  cover  South  West  London,  Middlesex,  Berk- 
shire, Hampshire,  Surrey  and  West  Sussex  who  can  sell  to  the 
chemist  and  allied  trades. 

We  offer  an  above  average  salary  plus  bonus  together  with  com- 
pany car,  four  weeks  annual  holiday,  pension  scheme  and  all  out  of 
pocket  expenses.  Applicants  should  ideally  reside  in  the  north  west 
part  of  this  territory. 

PLEASE  WRITE  TO:  MR.  C.R.  PARSONS,  CARTER- 
WALLACE  LTD,  WEAR  BAY  ROAD,  FOLKESTONE, 
KENT.  TELEPHONE  FOLKESTONE  57661. 


VESTRIC  LIMITED,  READING 

Require  sales/input  Supervisor,  responsible  for  the  efficient  control  of  a  busy  sales 
office. 

Pharmaceutical  product  knowledge  essential.  Age  25-40. 

Attractive  starting  salary  commensurate  with  experience.  Four  weeks  annual  holiday, 
superannuation  and  other  fringe  benefits. 
Apply  in  writing  to: 

Mrs.  B.  Taylor,  Personnel  Training  Officer, 
Vestric  Limited,  8  Bridgewater  Close,  Reading  RG3  1LT. 


Still  developing  your  career? 

Try  taking 
a  broader  view 
of  pharmacy 

General  practice,  industry,  hospital,  wholesaling? 
Management,  marketing,  scientific  research?  If  you  still 
haven't  made  up  your  mind  how  to  use  your 
pharmaceutical  qualification  you  could  learn  about  all 
these  aspects  of  the  profession  and  more,  with  Chemist 
&  Druggist.  Joining  our  editorial  team  will  give  a 
young  pharmacist  the  opportunity  to  meet  the  "experts", 
to  see  the  profession  as  it  sees  itself  and  as  others  see 
it — then  to  convey  the  facts  and  opinions  they  discover 
to  pharmacists  in  general,  not  to  mention  the  industries 
that  serve  them. 

Interested?  Then  journalism  may  offer  everything  you 
seek  from  your  career  in  pharmacy.  All  we  ask  is  an 
inquiring  mind,  and  ability  to  write  clearly  and  concisely, 
and  some  post-registration  experience.  The  rest  we  will 
teach  you.  Chemist  &  Druggist  offices,  now  in  central 
London,  are  expected  to  be  re-located  at  Tonbridge,  Kent, 
in  1981. 

If  you  would  like  to  discuss  the  prospects  with  us,  send 
details  of  your  progress  to  date  and  current  salary  to:- 
James  Lear, 

Director,  f&JCIUlIC" 

Chemist  &  Druggist,  VSiEPIId  H 

25  New  Street,  Square, 
London  EC4A  3JA. 
Telephone  01-353  3212. 


DRUGGE 


Typesetting  and  graphics  by  Tottenham  Typesetters  Ltd..  London  N15.  Printed  by  Riverside  Press  Ltd 
EC4A  3JA.  Registered  at  the  Post  Office  as  a  Newspaper  21  /15/8s 
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A  smooth 
operator 
in  a  rough 
market 


Hard  skin  and  stains  are  unsightly  features 
on  any  hand  or  foot.  A  perpetual  problem  to 
people  from  all  walks  of  life. 

Coral  pumice  stone,  available  in  three 
attractive  bathroom  colours  as  well  as  the 
traditional  natural  grey,  will  smooth  away 
your  customers  problems. 

A  full  supporting  advertising  campaign  in 
the  major  womens  magazines  will  launch 
the  new  pumice  from  Coral  this  Autumn 


The  Unique  packaging 
and  the  competitive  price 
of  59p  RRP  makes  Coral 
the  natural  choice  for  you 
and  your  customers. 

For  further  information 
contact  your 
DE  WITT  INTERNATIONAL  LTD 
I  representative 
te        Tel:  01-539  3334 


Big  Advertising 
Campaign  coming  this 
Autumn  for  the  King  of 
Ginseng       ~  m  m 


0ctt»»       ^  V"1"  Baft 


»o»  i. 


JD0C 

Wifbl 


National  Press  and  Health  Food 
magazines  to  Feature  in  big 
RED  K0OGA  promotion 

Following  the  success  of  our  campaign  earlier  this 
year  we  are  backing  the  'KING  OF  GINSENG'. 
Red  Kooga  with  an  extensive  promotion  this 
November.  Over  80%  of  adults  will  see  hard 
hitting  Red  Kooga  advertisements  in  the  following 
publications:-   Daily  Mirror,  Daily  Mail,  Daily 
Express,  Sun,  Daily  Star,  News  of  the  World, 
Sunday  People, 
Sunday  Express. 


The  promotion  will 
feature  Red  Kooga  in 
its  three  forms. 


Make  sure  ^ 
your  stocks  meet  demand! 

To  profit  and  capitalise  on  the  demand  which 
will  be  created,  talk  to  Diane  at  English  Grains 
on  (0283)  221616  now!  Or  ask  your  usual 
wholesaler. 

ENGLISH  GRAINS  LTD.,  HARK  ROAD,  OVKRSKAL,  BU  KTON-ON-TR ICNT. 


A  product  from  Avoca  Pharmaceutical  Products  Ltd. 
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Beatson  Clark- 
confidence  in  glass. 

_  — i  ■  %* 


Beatson  glass 
containers  provide 
the  necessary  protection 
for  packaging  pharmaceutical 
products,  in  white  flint  and  amber 
glass. 

Beatson  Clark  have  been  making 
glass  for  two  centuries  and  today 


serve  the 
pharmaceutical 
world  with  most  types  of 
medicinal  glass  containers. 

Ask  your  wholesaler. 
Beatson,  Clark  &  Co.  Ltd.,        yvj  \^ 
Rotherham,  S.  Yorks.S60  2AA  0\  \s? 
Tel:  0709  79141  Telex:  54329 
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For  your  professional  recommendation, 
another  great  profit-winner  from  Parke-Davis 


Benylin 

DAY  AND  NIGHT 

Cold  Treatment 


New  Benylin*  Day  and  Night  Cold  Treatment  is  an  effective  product 
that  you  can  recommend  to  your  customers  with  full  professional  confidence. 
It's  an  effective  profit-winner,  too.  No  other  product  in  this  important 
market  offers  you  the  same  return  for  your  recommendation  at  the  counter, 
as  many  pharmacists  know  already. 


Benylin  Day  and  Night  Cold  Ti 
containing  24  retail  packs. 
List  price  to  phorm  per  retail  pock  55p 
Pnce  to  public  per  retail  pock  95p 

(inc.  VAX  ©  15%). 

Each  yellow  [daytime)  tablet  contains: 

Parocetomol  B  P  500 m. 

Phenylpropanolamine  hydrochloride  B.P.     25  mg 

Each  blue  [night  time)  tablet  contojm: 

Paracetamol  B  P  500 mi 

Diphenhydramine  hydrochloride  8  P  25mg. 


available  m  display  outers 


For  the  retef  of  the  symptoms  associated  with  colds  and  mHuerua. 
Adult  Dotage 

Pour  tablets  should  be  taken  daily  -  three  yellow  tablets  during  the 
day  and  one  blue  tablet  at  nighl. 

Take  only  one  tablet  at  a  time,  and  only  at  the  times  of  day  indicated 
on  the  pock. 

Do  not  take  the  night-time  tablets  during  the  day. 
ChUnsn  s  Dotoge 

Not  recommended  for  children  under  12  pears 


HypenensitivTty  to  any  of  the  constituents.  Paracetamol  can  cause 
rashes,  dizziness  ond  palpitations.  Caution  should  be  exercised  in 
patients  with  hyperthyroidism,  hypertension,  cardiac  dysfunction, 
diabetes  mefttus  and  fcver  disorders  Benylin  Day  &  Night  Cold 
Treatment  should  not  be  used  during  treatment  with  MAOh  or  f 
two  weeks  after  completion  of  therapy. 

Do  not  exceed  the  stated  dose  -  An  overdose  is  dangerous:  medic 
attention  should  be  sought  immediately.  May  cause  drowsiness. 
It  aHecteti,  do  not  dmre  or  operate  mochmery.  Not  to  be  used  in 
pregnancy-  Avoid  alcoholic  drink.  If  symptoms  persist,  consult  your 


Lego) Category:  p 
Product  licence  HoloW: 

Parke-Davis  &  Company,  Usk  Road,  Pontypool. 
Gwent  NP4  OYH  Telephone:  [049  551  2468 

Product  Licence  No:  0018/01 15 


PARKE-DAVIS 
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Coughs  and  colds 


3  How  customers  deal  with  colds 

4  The  day  and  night  revolution 
10  Selecting  cold  remedies 

16  Market  review 


HOW  YOUR 

CUSTOMERS 
DEAL  WITH 


COLDS 


People  rarely  visit  their  doctor  when 
suffering  from  colds  but  prefer  to  treat 
themselves  with  home  medicines,  ac- 
cording to  research  carried  out  by  Che- 
faro  Proprietaries  Ltd. 

Those  questioned  in  a  survey  of  about 
300  consumers  felt  that  doctors  "didn't 
have  time,"  "would  tell  me  to  get  out" 
and  in  some  cases  "only  prescribed  use- 
less medicines."  However,  lines  were 
always  drawn  on  when  self-treatment 
had  to  stop  and  a  doctor  consulted.  This 
happened  when  the  cold  turned  into 
bronchitis,  or  attacked  the  ears  or  sinus 
and  when  a  cough  took  too  long  to 
clear  up. 

Those  asked  were  all  aware  that  "you 
can't  cure  a  cold"  but  seemed  to  be 
always  on  the  lookout  for  new  home 
remedies  to  relieve  the  symptoms.  Home 
made  or  "natural"  remedies  were  usu- 
ally combinations  of  honey,  lemon  and 
alcohol,  ie  "hot  toddies." 

In  many  cases  a  night  time  treatment 
was  the  only  one  taken;  generally,  tak- 


ing preparations  at  night  was  more  po- 
pular though  in  many  cases  this  was 
because  of  fear  of  drowsiness  while 
working  or  driving. 

As  for  the  cold  itself,  two  types  were 
identified — the  "runny",  loose  cold  and 
the  "fluey"  or  dry,  aching  cold.  Those 
who  suffer  from  the  latter  generally  feel 
that  theirs  is  the  more  serious,  but  with- 
out obvious  outward  symptoms  it  was 
difficult  to  know  how  to  treat  the  cold. 

Richardson-Merreli's  consumer  re- 
search identified  five  stages  in  coughs 
and  colds  and  their  treatment.  The  first 
stage  of  chest  tightness  and  sniffing  was 
generally  ignored  in  the  hope  that  it 
would  go  away.  In  the  second  stage, 
consumers  described  symptoms  of  tired- 
ness, slight  sore  throat,  and  a  runny 
nose,  and  they  took  "preventive"  action 


The  front  cover  illustration  is  by 
courtesy  of  Parke-Davis;  the  one  on  this 
page  is  by  courtesy  of  Beecham 
Proprietaries 


with  aspirin,  the  "hot  toddy"  and  pro- 
ducts such  as  Beechams  powders,  Lem- 
Sip,  Vicks  Double-action  and  Vaporub. 

By  the  third  stage,  symptoms  des- 
cribed were  cough,  catarrh,  runny /block- 
ed nose,  chestiness,  headache  and  le- 
thargy, when  consumers  went  in  for 
"mild  treatment"  with  products  such  as 
Beechams  powders,  Vicks  Vaporub, 
Vicks  cough  syrup.  Double-action,  Con- 
tac  400. 

The  fourth  stage  consisted  of  the 
same  symptoms  but  more  severe,  with 
shivering,  possibly  a  high  temperature 
and  sore  throat.  At  this  stage  consumers 
showed  more  concern,  consulting  their 
chemists  and  taking  night-time  remedies, 
Benylin,  Vicks  expectorant  and  Formula 
44,  Sinex.  medicated  lozenges. 

At  the  most  severe  stage,  consumers 
would  consult  their  chemist  or  doctor 
with  a  persistent  cold  or  flu.  high  tem- 
perature, chestiness  and  then  treatment 
was  night-time  remedies,  Benyhn,  and 
antibiotics. 
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THE  DAY  AND  NIGH1 


This  winter  several  manufacturers  are  launching  multi-symptom  cold  and  flu  remedies  to  betaken  either 
during  the  day,  as  companions  to  the  existing  night-time  remedies,  or  as  one-pack  day  and  night  treatments. 
But,  considering  the  number  of  cold  remedies  already  available,  is  there  really  a  market  for  something  new? 
C&D  asked  these  manufacturers  for  their  reasons  behind  the  new  product  launches  and  how  they  aim  to 
survive  against  the  rest  of  the  competition. 


So  we  have  our  night-time  remedies, 
what  do  we  take  during  the  day? 

According  to  Beecham,  this  was  a 
typical  consumer  reaction  that  came  to 
light  when  the  company  was  carrying 
out  the  research  which  led  to  the  national 
launch  of  Day  Nurse  this  winter.  . 

Beecham  regard  daytime  remedies  as  a 
means  of  expanding  the  total  colds  and 
flu  treatment  market  rather  than  detrac- 
ting from  existing  products. 

"We're  creating  a  completely  new 
market,"  explains  Mr  Edward  Scott, 
marketing  director,  Beecham  Proprie- 
taries Ltd.  "Our  research  showed  a  very 
definite  consumer  need  for  daytime 
remedies  to  complement  the  night-time 
preparations  so  we  know  there  is  a  ready 
market". 

Consumers  wanted  all  round  relief  of 
symptoms  during  the  day  without  drow- 
siness, so  Day  Nurse  omits  the  prome- 
thazine used  in  its  companion,  Night 
Nurse. 

Beecham's  research  showed  that  well 
over  two-thirds  of  adults  were  aware  of 
night-time  remedies  and  about  one-fifth 
had  used  them.  Mr  Scott  welcomes 
competition  in  the  "day  and  night" 
area,  because  the  more  manufacturers 
invest  in  these  products  the  greater  public 
awareness  will  be. 

And  to  stand  up  to  this  competition, 
Beecham  are  spending  £1.2  million  on 
the  "Nurse"  national  television  campaign 
planned  to  run  throughout  the  winter. 
The  30-  and  15-second  commercials  link 
the  two  products  and  stress  that  Day 
Nurse  helps  you  to  "keep  going"  without 
drowsiness. 


"We're  creating  a  completely  new 
market — not  detracting  from 
existing  products."  Beecham. 


Display  outer  for  Owbridge's  Cold  Control 

And  so  Cold  Control  uses  a  new  form 
of  packaging — a  plastic  vial  with  a  top 
that  snaps  off.  Each  20ml  dose  contains 
paracetamol  500mg,  ammonium  chloride 
300mg  and  phenylpropanolamine  hydro- 
chloride 25mg. 

Mr  Ron  Hanlon,  Chefaro's  sales  and 
marketing  manager,  believes  the  day  and 
night  market  could  be  a  case  of  survival 
of  the  fittest  but  feels  that  Cold  Control 
will  score  over  the  competition  because 


of  its  novel  packaging.  Consumer  reac- 
ions  to  a  liquid,  multi-symptom  treat- 
ment in  a  unit  dose  were  very  favour- 
able and  men,  in  particular,  saw  it  as  a 
quick  and  convenient  way  of  relieving 
their  symptoms.  Typical  comments  were 
"It's   good   for   travelling  .   .  .  don't 


"Consumers  need  to  'keep  going' 
during  the  day."  Chefaro. 


always  have  hot  water;"  "I  don't  take 
anything  during  the  day  because  I  can't 
be  bothered  with  measuring  out  ...  if 
you  can  literally  twist  the  top  off  ...  I 
might  be  tempted  to  use  it." 

On  November  12  a  £i  million  adver- 
tising campaign  starts  nationally  on  tele- 
vision, a  medium  that  Mr  Hanlon  thinks 
best  demonstrates  the  packaging  besides 
creating  the  most  rapid  awareness  for 
a  new  product.  The  commercial,  featur- 
ing a  ventriloquist  and  dummy,  majors 
on  the  lack  of  drowsiness. 

Parke-Davis  regard  their  new  Benylin 
Day  and  Night  as  a  deliberate  move  into 
the  cold  treatments  market  which  they 
see  as  entirely  separate  from  the  cough 
remedies  sector.  The  product  combines 


The  day  and  night  cold  and  flu  remedies 
Product  Company  Constituents 

Benylin  day  and  night     Parke-Davis  &  Co 
cold  treatment 


Day  Nurse 


Night  Nurse 


Similarly  Chefaro  Proprietaries  Ltd, 
who  are  launching  Owbridges  Cold  Con- 
trol, saw  that  the  night-time  remedies 
exploited  one  market  gap  while  ignoring 
another — the  need  for  consumers  to 
"keep  going"  during  the  day.  The  com- 
pany's research  revealed  that  the  sup- 
posedly work-shy  British  were  reluctant 
to  take  a  day  off  with  "only  a  cold." 
High  on  the  list  of  priorities  was  a  cold 
treatment  which  would  not  make  them 
drowsy. 

Chefaro  also  found  that  while  con- 
sumers preferred  liquid  remedies  as 
being  easier  to  take  than  solid  dose 
forms,  they  did  not  want  to  carry 
medicine  bottles  around  during  the  day. 
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Hot  Measure  (York- 
shire and  Scotland) 


Owbridges  Cold 
Control 

Vicks  Medinite 


Beecham  Proprietaries 


Beecham  Proprietaries 


Reckitt  &  Colman 


Chefaro  Proprietaries 


Richardson-Merrell  Ltd 


Yellow  tablets  (daytime)  — 
paracetamol  500mg, 
phenylpropanolamine  hydrochloride 
25mg.  Blue  tablets  (night-time) — 
paracetamol  500mg, 
diphenhydramine  hydrochloride 
25mg. 

paracetamol  500mg, 
dextromethorphan  hydrochloride 
15mg,  phenylpropanolamine 
hydrochloride  25mg,  vitamin  C 
60mg,  alcohol  3.08ml  in  20ml 

paracetamol  500mg, 
dextromethorphan  hydrochloride 
15mg,  promethazine  hydrochloride 
20mg,  alcohol  3.07ml  in  20ml. 

paracetamol  600mg, 
dextromethorphan  hydrobromide 
15mg,  chlorpheniramine  maleate 
4mg,  phenylpropanolamine 
hydrochloride  25mg,  alcohol  5.7ml 
in  30ml. 

paracetamol  500mg,  ammonium 
chloride  300mg, 

phenylpropanolamine  25mg  in  20ml 

paracetamol  600mg, 
dextromethorphan  hydrobromide 
15mg,  ephedrine  sulphate  8mg, 
doxylamine  succinate  7.5mg  in  30ml 


EVOLUTION 

in 


in  one  pack  separate  tablets  containing 
paracetamol  and  phenylpropanolamine 
hydrochloride  for  daytime  treatment  and 
tablets  of  paracetamol  and  diphenhydra- 
mine hydrochloride  for  night-time. 
Although  the  latter  contain  an  anti- 
tussive its  use  is  not  intended  to  replace 
Benylin  expectorant. 

"The  type  of  cough  that  accompanies 
a  cold  is  not  usually  the  type  that  needs 
an  expectorant,"  explains  Mr  Julian 
Stainton,  senior  product  manager  at 
Parke-Davis.  During  the  first  few  days 
of  a  cold  the  main  symptoms  people 
want  to  treat  are  the  stuffy  nose  and 
head;  only  later  do  they  need  a  specific 
cough  remedy  if  a  cough  develops. 

"The  cough  that  occurs  at  the  same 
time  as  the  cold  symptoms  is  usually  a 
result  of  nasal  secretions  irritating  the 
throat  and  we  use  diphenhydramine  in 
the  night-time  tablets  mainly  to  dry  up 
these  secretions,  although  it  also  has 
anti-tussive  and  sedative  properties,"  he 
continues.  "Later,  patients  may  need  an 
expectorant  if  a  chesty  cough  develops 
but  these  symptoms  are  not  concurrent." 


"A  deliberate  move  into  the  cold 
treatments  sector."  Parke-Davis. 


Parke-Davis  found  that  public  aware- 
ness of  the  name  Benylin  was  so  great 
that  it  seemed  logioal  to  use  the  same 
name  for  the  cold  treatment.  Research 
showed  that  over  three  times  as  many 
people  questioned  had  bought  a  Benylin 
cough  preparation  as  had  bought  a  night- 
time cold  remedy. 

Mr  Stainton  says  public  respect  for 
Benylin  has  built  up  firstly  because  it 
works  and  secondly  because  it  has  only 
ever  been  promoted  on  professional 
recommendation.  For  this  reason  the 
company  intends  to  deal  with  the  new 
product  in  the  same  way  and  keep  it 
out  of  the  television  battlefield. 

"We  appreciate  that  we  are  competing 
against  the  heavyweight  advertising 
behind  other  brands  but  we  feel  that  the 
Parke-Davis  reputation  as  a  pharmacy- 
only  and  'ethical'  company  will  stand  up 
to  this,  "Mr  Stainton  comments. 

The  company  also  feels  the  retail 
price  of  £0.95  for  five  days  and  nights 
is  attractive  both  to  the  consumer  and 
also  to  the  pharmacist  for  whom  this 
includes  a  professional  consultation  fee 
or  "profit  with  honour"  as  Mr  Stainton 
likes  to  describe  it.  Substantial  bonuses 
are  offered  throughout  the  peak  season, 
together  with  a  display  outer  and  show- 
cards. 

Meanwhile,  surrounded  by  all  this 
activity,  Richardson-Merrell  are  keeping 
a  low  profile  in  the  daytime  sector  and 
claim  to  have  no  intentions  of  introduc- 
ing a  new  product  yet,  although  they 


pioneered  the  night-time  elixirs  with 
Nyquil  which  was  introduced  from  the 
United  States  as  Medinite  in  1973.  In 
the  US  the  company  already  markets 
Day-care  which  has  similar  ingredients 
to  Medinite  but  without  the  anthistamine. 
So  maybe  Richardson-Merrell's  reticence 
is  ominous? 

Mr  Jon  Barker,  product  manager,  is 
not  too  sure  there  is  a  daytime  gap  to  be 
filled.  "The  night-time  remedies  certainly 
filled  a  gap",  he  says,  "but  there  are  a 
lot  of  products  already  available  in  the 
UK  for  use  during  the  day.  Cold 
symptoms  are  always  worse  at  night  so 


Will  there  be  a  daytime  companion  to 
Medinite?  "Wait  and  see"  is  the  answer 


Cold  Control  uses  a  new  form  of  packaging 

this  is  probably  the  best  time  to  take  a 
multi-symptom  remedy." 

Day-care  has  not  grown  as  much  as 
expected  at  its  launch  about  three  years 
ago  and  in  the  US  there  is  no  competi- 
tion from  the  hot  lemon  remedies.  But 
the  UK  and  US  markets  cannot  be  com- 
pared directly,  and  Richardson-Merrell 
are  waiting  to  see  what  happens  here 
before  introducing  a  daytime  companion 
to  Medinite. 

How   long    they    wait    is  anybody's 


guess.  "Maybe  a  year,  maybe  two," 
says  Mr  Barker,  "but  we  have  no  im- 
mediate plans  to  bring  Day-care  to  the 
UK.  We  are  cautious  of  leaping  onto 
the  bandwagon  for  the  sake  of  a  short- 
term  success." 

Mr  Barker  believes  that  one  reason 
why  the  night-time  elixirs  market  was 
fairly  static  last  winter  could  be  that 
consumers  are  treating  these  products 
rather  cautiously.  Because  they  are  taken 
at  night,  Mr  Barker  thinks  there  is  a 
growing  belief  that  they  have  a  "knock- 
out" effect  although  the  word  "sedative" 
cannot  be  used  in  advertising  to  the 
public — instead  they  major  on  the  fact 
that  alleviating  cold  symptoms  will  help 
you  have  a  more  restful  night. 

"We're  not  sure  there's  a  gap  to 
be  filled."  Richardson-Merrell. 

For  this  reason  advertising,  which  is 
planned  to  start  nationally  on  television 
from  November  5  and  continue  to  early 
spring  with  a  £450.000  campaign,  will 
concentrate  on  the  Vicks  "family  image" 
to  give  reassurance  that  these  products 
can  be  used  safely  in  the  home. 

Reckitt  &  Colman  pharmaceutical 
division  are  still  test-marketing  their 
night-time    remedy,   Hot    Measure,  in 

Continued  on  p7 
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BEECHAM  PROPRIETARIES  BRENTFORD  MIDDX  '  ( 


THE  BIG 
ONES 

GET  BIGGEST 

EVER  BOOST 


NEWCOMER  GIVEN 
FULL  TREATMENT 


The  dramatic  Day-Nurse  "Farmer"  com- 
mercial -  sure  to  reap  a  rich  harvest  in  sales. 

STARTING  national  TV  this  week  is 
Day-Nurse,  Beecham's  brilliant  new- 
comer and  the  country's  first  complete 
daytime  cold  remedy. 

Nationally  the  brand  gets  the  same 
powerful  treatment  that  brought 
record-breaking  success  in  test 
market  last  year.  The  same  winning 
TV  commercials,  the  same  blanket 
coverage  and  the  same  massive  in- 
vestment (£600,000-plus  worth  of  air- 
time)  will  all  combine  to  create  un- 
precedented new-brand  awareness  and 
stew-brand  demand. 


BEECHAM  WINTER  REMEDIES,  the  cough  and  cold 
season's  really  big  sellers,  are  this  year  receiving  the  biggest 
ever  advertising  support  in  their  entire  history. 


An  all-time  record  spend,  often 
all  on  TV,  goes  behind  these 
famous  brands,  campaigns  for 
many  of  which  have  already  begun 
to  reach  cold-sufferers  nationwide. 

18-week  campaign 

For  the  Beechams  Powders  Range, 
proven  hard-selling  commercials 
appearing  for  all  of  18  weeks  at  a 
cost  of  £800,000  will  ensure  that  the 
brand  remains  No.  1  cold  remedy  and 
will  further  accelerate  Hot  Lemon's 
remarkable  41%  sales  increase  in  the 
last  year. 

Clear  Leader 

The  same  campaign  strengths  go 
behind  Veno's,  Britain's  leading 
advertised  cough  remedy,  and  also 
Mac  Lozenges  which  last  year  alone 
upped  their  sales  by  37%. 

Now  clear  leader  in  the  £3m  night 
elixir  market,  Night-Nurse  gets  over 
£500,000  worth  of  TV  time,  a  figure 


more  than  matched  by  the  heavy 
expenditure  on  the  national  launch 
of  its  new  twin,  Day-Nurse. 

Trade  Promotion 

All  this,  plus  attractive  deals  and 
the  novel  Tools  for  the  Trade  promo- 
tion mean  that  one  message  rings  out 
loud  and  clear:  of  all  winter  remedies, 
the  Big  Ones  from  Beecham  are  the 
ones  to  stock,  display  -  and  SELL! 


STOP  PRESS 

TV  blackout- 
emergency  action 

In  the  event  that  ITV  screens  remain 
blank,  Beecham  stand  ready  with 
powerful  alternatives  -  heavy  national 
press  campaigns  with  big  spaces,  domi- 
nant ads  and  full  Radio  support. 


BEECHAM  WINTER  REMEDIES-THE  SEASON'S  BESTSELLERS 
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THE  DAY 
AND  NIGHT 
MARKET 


Continued  from  p5 

Yorkshire  and  Scotland  and  declined  to 
comment  on  their  future  plans  for  the 
brand. 

Finally,  Boots  Co  Ltd  are  selling  their 
own  brand  Night  Cold  Comfort  (180ml, 
£0.96)  and  Day  Cold  Comfort  (180ml, 
£0.96)  through  their  own  pharmacies. 
Both  were  launched  in  August.  The 
former  contains  paracetamol  600mg, 
diphenhydramine  hydrochloride  lOmg, 
pseudoephedrine  hydrochloride  40mg, 
pholcodine  lOmg,  alcohol  6ml  in  a  30ml 
dose;  the  daytime  treatment  omits  the 
diphenhydramine  and  alcohol. 

The  prospects 

Eight  years  ago,  C&D  analysed  the 
"lemon  revolution,"  the  tremendous 
popularity  of  the  hot  lemon  remedies 
which  changed  the  face  of  the  market 
(January  16,  1971,  p95).  In  that  article 
we  commented  that  revolutions  in  the 
over-the-counter  medicines  market  are 
rare — the  public  may  try  a  new  gimmick 
but  usually  return  rapidly  to  well-tried 
favourites  which  have  the  benefits  of 
confidence  developed  over  the  years. 

Since  then,  the  hot  lemon  remedies 
have  proved  they  are  here  to  stay  and 
were  still  showing  considerable  growth 
last  winter,  although  many  of  the  pro- 
ducts available  in  1971  have  fallen  by 
the  wayside. 

So  the  questions  of  who  will  survive 
in  the  new  "day  and  night"  sector  and 
how  revolutionary  the  concept  will 
prove  to  be,  both  promise  to  keep  the 
coughs  and  colds  market  alive  with 
interest  this  coming  season. 


New  display  unit  for  the  Vicks  range 
which  occupies  under  2sq  ft  of 
counter  space.  A  new  shelf  strip  is 
also  available 


RECOMMEND 

WITH  CONFIDENCE 


Willocare  Cough 
Medicines 


A  comprehensive,  high  quality  range, 
suitable  for  every  member  of  the  family. 

Adult  Bronchial  Balsam 
Adult  Expectorant 
Bronchial  Mixture 
Codeine  Linctus 
Gees  Linctus 
Mentholated  Balsam 
Tussobron 

Honey  Glycerin  and  Black  Currant 
Glycerin  Lemon  and  Honey 
Junior  Expectorant 
Childrens  Cherry  Cough  Linctus 
Childrens  Cough  Balsam 

All  Willocare  cough  medicines  are  available 
for  immediate  delivery.  Ask  your 
Wigglesworth  representative  for  details. 


WIGGLESWORTH  LIMITED 

Westhoughton  Bolton  BL5  3SL.  Telephone:  0942  811567 

A  member  of  the  WILLOWS  FRANCIS  CROUP 
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Hacks  said 

Vktory'V'ga 


In  the  dark  evenings  of  last  winter,  millions  of  TV  viewers  warmed  t( 
the  sight  of  a  Hack  removing  a  frog  from  somebody's  throat. 

In  the  cold  light  of  day,  millions  more  saw  on  posters  the  remarkable 

effect  aVictory  'V'can  have. 

The  result?  Sales  leapt  up  by  forty  and  twenty  percent  respectivel) 

This  year  we're  following  up  that  success  with  more  of  the 
same.  By  putting  £700,000  behind  our  vanishing  frog 
and  our  mind-blowing  posters. 

Making  people  jump  when  they  see 
them.  And  sales  soar  if  you  stock  them.  ^ 


SELECTING  THE  BEST 
COLD  REMEDIES 

by  A.  Li  Wan  Po.  BPharm,  PhD,  MPS,  department  of  pharmacy,  Aston  University 


Various  groups  of  viruses  are  involved 
in  upper  respiratory  tract  infections  and 
these  include  the  Myxovirus,  Paramyxo- 
virus, Picornavirus,  Adenovirus  and 
Coronavirus.  Each  group  is  subdivided 
into  subgroups.  The  influenza  virus,  for 
example,  is  a  subgroup  of  the  Myxovirus 
and  the  Rhinovirus  is  a  subgroup  of  the 
Picornavirus.  Each  subgroup  is  further 
subdivided  into  serotypes  and  the  sub- 
group Rhinovirus  which  is  involved  in 
about  80  per  cent  of  cases  of  the  com- 
mon cold  comprises  more  than  70  sero- 
types. This  fact  should  therefore  dampen 
the  hopes  of  those  who  are  awaiting  a 
one  shot  vaccine  against  the  common 
cold. 

As  spontaneous  mutation  also  reduces 
the  potential  usefulness  of  short-lived 
immunity  acquired  from  a  previous 
infection,  it  is  not  unusual  for  the  same 
individual  to  suffer  from  several  attacks 
in  the  same  season.  Therefore  unless  the 
infection  is  complicated  by  a  secondary 
bacterial  infection,  and  until  a  broad 
spectrum  anti-viral  agent  safe  and  effec- 
tive enough  to  be  used  on  a  mass  scale  is 
developed,  treatment  of  the  common  cold 
will  essentially  be  aimed  at  symptomatic 
relief. 

The  wide  range  of  products  available 
is  staggering  and  new  products  are  intro- 
duced each  winter  to  tap  some  of  the 
massive  sales.  Extensive  advertising  cam- 
paigns are  conducted  each  year  and 
pharmacists  and  doctors  are  sadly  becom- 
ing less  and  less  able  to  influence  the 
decisions  of  the  patients  in  this  area.  The 
problem  is  compounded  by  the  upsurge 
in  the  number  of  prescriptions  in  the 
cold  season  so  that  less  time  is  available 
to  the  pharmacist  for  advising  patients 
on  non-prescription  products.  Yet  it 
would  appear  that  the  technical  aspects 
of  dispensing  can  be  more  satisfactorily 
delegated  to  technicians  than  advising  on 
the  optimal  use  of  drugs.  Perhaps  a 
rethink  on  the  traditional  role  of  the 
pharmacist  is  called  for. 

In  this  article  an  attempt  is  made  to 
review  the  cold  syndrome  and  the  pre- 
parations which  are  promoted  for  its 
relief. 

Symptoms 

Few  people  would  be  fortunate  enough 
not  to  have  experienced  the  symptoms 
of  the  common  cold.  Nasal  and  throat 
irritations  with  sneezing  and  nasal  dis- 
charge are  characteristic.  Headache,  pain 
and  fever  may  often  follow  and  coughs 
are  usually  the  result  of  some  respiratory 
tract  irritation.  In  infants  the  attacks  are 
usually  more  severe  and  congestion  of 
the  ear  drums,  vomiting  and  fever  are 
more  frequently  observed  (1).  An  attack 


usually  lasts  from  four  to  ten  days.  Nasal 
congestion  may  be  particularly  trouble- 
some in  young  infants  who  may  have 
difficulty  breathing  through  their  mouths. 

Symptomatic  relief 

The  antipyretic  analgesics  are  one  of  the 
most  useful  group  of  drugs  in  alleviating 
the  headache  and  pains  associated  with 
the  common  cold.  Despite  claims  made 
about  other  active  ingredients,  there 
seems  to  be  little  doubt  that  paracetamol 
and  aspirin  are  the  analgesics  of  choice 
in  this  particular  condition.  Which  of 
these  two  is  better  is  more  controversial. 
Both  have  their  fervent  supporters  and 
an  attempt  to  examine  their  relative 
merits  therefore  seems  worthwhile. 

Aspirin  is  a  potent  anti-inflammatory 
agent  while  paracetamol  is  only  very 
weakly  so,  if  at  all.  It  has  been  suggested 
that  aspirin  may  exert  some  of  its  bene- 
ficial effects  in  the  relief  of  colds  through 
its  anti-inflammatory  properties  which 
are  thought  to  result  from  inhibition  of 
prostaglandin  synthesis  (2,  3).  If  so,  as- 
pirin may  be  better  than  paracetamol  in 
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alleviating  some  of  the  symptoms  of  the 
common  cold  although  they  are  about 
equipotent  as  analgesics  and  anti-pyretics. 
The  number  of  documented  adverse 
reactions  to  paracetamol  are  less  numer- 
ous than  to  aspirin  although  this  may  be 
a  reflection  of  the  shorter  duration  of 
clinical  experience  with  paracetamol. 

Adverse  reactions  to  aspirin  include 
gastric  irritation  leading  to  faecal  blood 
loss,  interference  with  blood  clotting 
mechanisms,  and  hypersensitivity  reac- 
tions. The  absorption  of  aspirin  is  inter- 
esting in  that  when  formulated  as  con- 
ventional tablets  it  is  dissolution  rate 
limited  and  is  therefore  influenced  by 
formulation  variables  (4).  Efficient  dis- 
solution is  important  on  two  counts. 
Firstly,  the  rate  of  absorption  and  the 
extent  of  absorption  may  be  affected. 
Secondly,  slow  and  incomplete  dissolution 
will  mean  a  more  prolonged  contact  time 
between  the  aspirin  and  the  gastric  mu- 
cosa thereby  increasing  the  likelihood 
of  gastric  irritation. 

Dissolution 

Various  techniques  have  been  devised 
in  attempts  to  optimise  dissolution.  As- 
pirin is  a  weak  acid  (pKa  3.5)  and  will 
therefore  be  mainly  in  the  non-ionised 
form  in  the  stomach.  It  is  only  weakly 
soluble  and  dissolution  rate  is  also  slow. 
To  speed  up  dissolution,  micronised 
aspirin  is  often  used  since  rate  of  dis- 
solution is  directly  related  to  the  surface 
area.  Formulation  with  an  antacid  has 
also  been  attempted  to  provide  a  high 
pH  micro-environment  for  rapid  disso- 
lution (5).  Perhaps  the  most  useful  and 
yet  simple  approach  is  to  formulate  the 
aspirin  as  a  salt  and  this  forms  the  basis 
of  all  soluble  aspirin  formulations.  Salt 
formation  may  be  prior  to  formulation 
or  prior  to  ingestion.  Although  reprecipi- 
tation  of  the  free  acid  takes  place  in  the 
acid  environment  of  the  stomach,  it  ap- 
pears that  fine  precipitates  are  produced 
which  dissolve  rapidly. 

Various  other  formulations  such  as 
microcapsules  and  enteric  coated  pre- 
parations are  also  available  but  their  use 
can  only  be  justified  in  the  treatment  of 
the  more  chronic  conditions  like  rheu- 
matoid arthritis.  While  prolonged  contact 
may  lead  to  gastric  irritation,  various 
other  concepts  have  been  put  forward 
to  explain  aspirin-induced  gastric  mucosal 
damage.  Back  diffusion  of  acid  from  the 
lumen  into  the  gastric  mucosa  induced 
by  the  permeation  of  aspirin  has  been 
postulated.  Histamine  release  from  mast 
cells  stimulate  a  further  secretion  there- 
by enhancing  tissue  damage  (6,  7).  It  is 

Continued  on  p14 


10 — Supplement  to  Chemist  &  Druggist  November  3,  1979 


... 


Very  soon  lots  of  people 
will  be  in  asking 


for  your  Friends. 


National  advertising  starts  November  4th, 


That's  what 
Friends 
are  for. 


COUG 


That's  what 
Friends 
are  for. 


SORE 
THROi 


That's  what 
Friends 
are  for. 


That's  what 
Friends 
are  for. 


More  and  more  people  are  discovering  Fisherman's  Friend, 
the  first  choice  for  soothing  throats  and  clearing  heads. 

Make  sure  you  cash  in  -  keep  plenty  in  stock.  Available  in  24- 
packet  outers. 

Also  available:  Fisherman's  Friend  Honey  Cough  Syrup  and  Fisherman's  Friend  Rubbing  Ointment. 

Lofthouse  of  Fleetwood  Limited,  DeptCD,  Fleetwood,  Lanes.  Tel:  Fleetwood  2435. 


Supplement  to  Chemist  &  Druggist  November  3,  1979- 


Star  Performers 
on  TV  this  winter. 


Galloway's  cough  syrup,  big  star  in  the  South  for 
years  and  still  proving  to  be  the  family's  favourite 
brand.  Volume  sales  have  increased  by  38%  over  the 
last  3  seasons. 

This  season  we're  again  spending  even  more  on 
TV  using  the  same  highly  successful  commercials  in 
London,  Southern  and  Anglia.  And  for  the  first  time 
ever,  Galloway's  cough  syrup  advertising  will  be 
appealing  every  week  right  through  the  coughing 
season  from  November  to  January. 

Make  sure  you've  got  sufficient  stock  of  Standard 
and  Honey  and  Lemon  plus  those  popular  Galloway's 
Medicated  Sweets  and  watch  the  sales  do  a  star 
performance. 

Buttercup  cough  syrup,  the  other  big  star  coming 
soon  on  TV  Brand  leader  in  the  North  and  gaining 
popularity  all  the  time.  Volume  sales  have  increased 


by  48%  over  the  last  3  seasons  and  with  the  big  jump 
in  advertising  budget  this  year  you  can  look  forward 
to  even  better  achievements. 

Added  to  the  bigger  spend  Buttercup  is  going  to 
be  seen  from  November  onwards  in  Lancashire,  plus 
Yorkshire,  Midlands,  Tyne  Tees,  Wales,  Westward, 
Border  and  Scotland. 

Order  your  supply  of  the  syrup  and  sweets. 
They're  going  to  be  asked  for  again  and  again. 

RS:  Don't  forget  you  can  obtain  generous 
discounts  on  both  brands  if  you  order  now  -  so  take 
advantage  of  the  even  bigger  margins. 

Galloway's  and  Buttercup  are  registered  Trade  Marks 


SOS 


LRC  Products  Ltd.,  Sanitas  House, 
Stockwell  Green,  London  SW9  9JJ. 
Order  Office:  01-272  2076 
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also  thought  that  because  aspirin  exists 
mainly  as  the  ionised  drug  intracellularly, 
it  can  possibly  interfere  with  cellular 
metabolism  (8). 

Salicylate  is  readily  transfered  across 
the  placenta  and  this  can  interfere  with 
foetal  platelets  (9).  There  is  some  evi- 
dence to  show  that  the  excretory  and 
biotransformation  pathways  are  imma- 
ture in  the  newborn  (9).  Although  salicy- 
lates are  known  to  be  excreted  into  breast 
milk  it  is  unlikely  that  in  therapeutic 
doses  this  will  lead  to  salicylate  intoxica- 
tion. Hypersensitivity  induced  by  traces 
of  the  drug  in  breast  milk  is,  however, 
always  a  possibility. 

Aspirin  sensitivity  is  probably  more  of 
a  problem  than  previously  suspected  and 
the  drug  should  be  avoided  by  asthmatics 
because  of  the  high  incidence  of  airway 
obstruction  it  induces  in  those  patients 
(10).  Even  in  normal  doses  aspirin  has  a 
profound  and  prolonged  effect  on  blood 
clotting  mechanisms.  Although  in  normal 
patients  this  is  insignificant,  it  assumes 
great  importance  in  those  suffering  from 
haemostatic  abnormalities,  those  with 
fresh  injuries  and  in  the  new-born.  As- 
pirin in  low  doses  ranging  up  to  2g  daily 
inhibits  tubular  secretion  of  uric  acid 
which  may  therefore  precipitate  an  at- 
tack of  gout  in  predisposed  patients.  The 
drug  also  interferes  with  uricosuric 
agents  such  as  probenicid  (11)  and  their 
concurrent  administration  is  therefore 
contra-indicated. 

Paracetamol  appears  to  possess  several 
advantages  over  aspirin.  Unlike  aspirin, 
it  does  not  interfere  with  the  blood  clot- 
ting system,  is  much  less  liable  to  induce 
sensitivity  reactions  and  gastro-intestinal 
blood  loss.  Some  of  the  other  adverse 
effects  cannot,  however,  be  excluded 
until  the  same  amount  of  clinical  ex- 
perience is  obtained.  Paracetamol,  unlike 
aspirin,  seems  to  follow  non-saturable 
elimination  kinetics  even  after  overdose 
so  that  cumulation  is  not  likely.  Children 
below  9  to  12  also  seem  to  be  able  to 
detoxify  paracetamol  better  than  teen- 
agers and  adults  (12)  possibly  because 
sulphation  is  more  predominant  than 
glucuronidation  in  children.  Coupled 
with  the  other  advantages  it  would  ap- 
pear that  paracetamol  is  generally  pre- 
ferable for  children. 

Use  of  vitamin  C 

The  use  of  vitamin  C  in  the  prevention 
and  relief  of  the  common  cold  is  still 
highly  controversial.  Much  of  the  criti- 
cism stems  from  the  fact  that  When  the 
vitamin  was  first  actively  promoted  by 
Pauling  03)  he  advocated  massive  doses 
without  well-controlled  trials  to  prove 
his   approach   and   therefore  attracted 
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much  criticism  from  the  medical  profes- 
sion. Since  then,  however,  several  con- 
trolled studies  have  been  carried  out  (14, 
15,  16)  and  the  results  tend  to  indicate 
that  there  may  be  a  place  for  the  vitamin 
in  the  treatment  and  prevention  of  the 
common  cold.  The  results  also  seem  to 
be  backed  by  the  results  of  biochemical 
studies  (17).  The  evidence  shows  that 
there  may  not  be  any  need  for  the  high 
doses  proposed  by  Pauling  and  that  a 
1.5g  dose  on  the  first  day  followed  by  a 
lg  dose  on  the  next  four  days  of  illness 
may  be  adequate  to  alleviate  the  common 
cold  syndrome. 

While  it  cannot  yet  be  excluded  that 
higher  doses  may  prove  even  more  ef- 
fective their  associated  dangers  make 
them  non  advisable.  Perhaps  the  most 
alarming  of  these  potential  adverse  reac- 
tions is  systemic  conditioning,  that  is  the 
development  of  scorbutic  symptoms  on 
stopping  the  large  vitamin  intake  (18).  It 
has  also  been  reported  that  infants  of 
mothers  who  were  given  large  doses  of 
the  vitamin  during  pregnancy  could 
also  develop  scurvy  (19).  Although  these 
have  been  isolated  reports  which  need 
confirmation,  their  potential  seriousness 
needs  careful  consideration.  The  same 
applies  to  the  reported  vitamin  C  induced 
destruction  of  dietary  vitamin  B12  and 
to  its  hypercholesterolemic  effect  in 
atherosclerotic  patients  (20,  21). 

Recent  work  has  helped  rationalise  the 
biochemical  basis  for  the  supplementa- 
tion of  vitamin  C  during  cold  attacks.  It 
has  been  shown  that  plasma,  leucocyte 
and  tissue  levels  of  the  vitamin  are  de- 
pressed in  the  presence  of  the  common 
cold  symptoms  (22,)  and  that  supple- 
mental ascorbic  acid  will  raise  these  le- 
vels. It  therefore  seems  reasonable  to 
attempt  to  rectify  the  depressed  levels 
with  an  increased  intake.  The  mechan- 
isms by  which  the  vitamin  exerts  its 
beneficial  effects  are  not  clear  and  ex- 
planations proposed  by  several  workers 
have  been  reviewed  by  Wilson  (2).  These 
include  a  beneficial  mucolytic  effect  in 
the  upper  respiratory  tract,  an  increase 
in  the  pulmonary  volume  to  enable  a 
more  efficient  oxygen  uptake,  prevention 


\ 


of  the  replication  of  RNA  and  DNA 
bacteriophages,  optimisation  of  phagocy- 
tosis by  the  leucocytes  and  acceleration 
of  tissue  regeneration,  thus  preventing 
the  spread  of  the  virus  involved. 

Current  evidence  on  the  usefulness  of 
vitamin  C  in  the  treatment  and  preven- 
tion of  the  common  cold  can  perhaps 
be  summarised  as  follows.  The  high 
doses  initially  promoted  by  Pauling  are 
unlikely  to  be  necessary  and  may  even 
be  hazardous.  Statements  to  the  effect 
that  large  doses  are  completely  harmless 
and  have  no  side-effects  so  that  there 
are  no  contra-indications  to  the  drug 
(23)  are  clearly  not  justified.  Doses  as 
little  as  200mg  daily  may  exert  a  pro- 
phylactic effect  (16)  while  a  lg  dose  for 
five  days  may  produce  a  significant  al- 
leviation of  symptoms  with  perhaps  1.5g 
on  the  first  onset  of  the  symptoms  (16). 

Decongestants 

Decongestants  are  useful  for  the  relief 
of  nasal  congestion.  Decongestion  pre- 
vents excessive  blowing  of  the  nose 
which,  besides  being  painful,  can  lead 
to  the  movement  of  infected  secretions 
to  the  nasal  sinuses. 

Ephedrine,  pseudoephedrine,  phenyl- 
propanolamine and  phenylephrine  are 
sympathomimetic  agents  which  are 
commonly  used  orally,  but  should  pre- 
ferably by  avoided  in  certain  groups  of 
patients.  Hypertensive  patients  may 
suffer  an  additional  pressor  effect  while 
the  blood  sugar  level  of  diabetics  may 
be  increased  by  these  agents.  They  are 
also  contra-indicated  in  patients  with 
ischaemic  heart  disease  and  hyperthy- 
roidism which  is  often  complicated  by 
cardiac  abnormalities.  Drug  interaction 
with  monoamine  oxidase  inhibitors  lead- 
ing to  potential  hypertensive  crises  are 
also  possible.  General  CNS  stimulation 
leading  to  headache,  nausea,  vomiting 
and  anxiety  are  not  infrequently  report- 
ed. Loss  of  appetite  may  also  be  a  sequel 
especially  with  phenylpropanolamine 
which  has  been  advocated  for  the  control 
of  appetite. 

Phenylephrine  and  ephedrine  are  also 
available  for  topical  application.  Al- 
though useful,  topical  intranasal  applica- 
tions can  lead  to  impairment  of  ciliary 
activity  and  rebound  congestion.  The 
longer  acting  decongestants  such  as 
xylometazoline  and  oxymetazoline  may 
be  preferable  in  this  respect.  Sprays  are 
easier  to  use  efficiently  although  a  drop 
may  be  preferable  for  infants. 

Sore  throat  or  pharyngitis  is  a  com- 
mon accompaniment  of  common  colds. 
Steam  inhalations  may  be  very  helpful 
and  a  preparation  such  as  menthol  and 
benzoin  inhalation  or  menthol  and  euca- 
lyptus inhalation  is  suitable.  Lozenges 
and  mouthwashes  are  also  widely  used 
and  the  two  main  types  of  active  in- 
gredients are  the  antibacterial  agents 
and  the  topical  anaesthetics.  The  useful- 
ness of  both  groups  of  drugs  is  probably 
more  imaginary  than  real  in  the  control 
of  pharygitis.  When  associated  with  the 
common  cold,  which  is  essentially  of 
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Benylin  Expectorant 

why  do  you  recommend  it  so  often? 

Simply,  because  Benylin  Expectorant   confidence  to  your  customers. 


really  works,  and  that  means  satisfied 
customers  for  you.  Benadryl*  (diphen 
hydramine  hydrochloride)  is  a  proven 
anti-tussive,  and  just  part  of  an 
established  pharmacy-only  formula 
that  you  can  recommend  with 


And  there's  another  important  point. 
When  you  recommend  Benylin 
Expectorant,  it's  not  just  a  good  pro- 
fessional recommendation-there 's 
a  good  profit  for  the  pharmacy,  too. 


PARKE- DAVIS 

good  products  for  you  and  your  customers 

jsjtlon:  Indications:  Contra-indications,  warnings  etc. 

(nl  contains  For  the  relief  of  cough  and  its  congestive  sympioms.  ^  CQUSe  dr0wsinesSi  if  affected  the  patient  should  not  drive  or  operate 

hydramine  hydrochlor.de  B  P  1 4mg    Dosage:  machinery.  Avoid  alcoholic  drink.  Known  hypersensitiv.ty  to  any  of  the 

ium  chloride  B  P.  1 35mg  ORAL  Adults:     One  or  two  5ml  spoonsful  every  two  or  three  hours,  active  constituents. 

citrate  B  P.  57mg  Children:  1  to  5  years,  2.5ml  every  3  or  4  hours  As  with  any  other  medicine,  care  should  be  taken  in  administration  during 

>l  B.P.  1 .  lmg  6  to  1 2  years,  one  5ml  spoonful  every  3  or  4  hours,  pregnancy. 


Legal  Category.  P 

Package  Quantities:  1 25ml  cartoned  glass  bottle 
Price  to  pharmacy,  39  5p  {ex.  V.A.T. ) 
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A  BUOYANT  MARKET 
FOR  CHEMISTS 


Signs  of  increasing  competition  in  all 
sectors  of  the  winter  remedies  trade 
promise  good  business  for  chemists  this 
coming  season. 

Despite  the  absence  of  major  flu  epi- 
demics last  winter,  chemists'  sales  figures 
showed  a  buoyant  market  in  all  sectors. 
While  some  manufacturers  report  a 
trend  towards  reduced  incidence  of 
colds,  data  in  this  area  is  limited,  and 
it  is  estimated  that  at  least  70  per  cent 
of  the  population  will  suffer  from  cold 
or  flu  symptoms  during  the  winter. 

Coughs  and  colds  are  a  prime  area 
for  self-medication,  although  accurate 
statistics  on  how  many  people  treat 
themselves  rather  than  seek  medical  ad- 
vice are  hard  to  come  by.  Nevertheless, 
manufacturers  contacted  by  C&D  sense 
a  trend  towards  increased  self-medica- 
tion in  this  field  and  research  by  Che- 
faro  Proprietaries  Ltd  suggests  that  pa- 
tients rarely  consult  their  doctors  for 
cold  symptoms  (p3). 

Some  companies  predict  that  increa- 
sed prescription  charges  will  encourage 
more  self-treatment  this  winter,  but  a 
spokesman  for  the  Proprietary  Associa- 
tion of  Great  Britain  told  C&D  that  the 
whole  business  of  going  to  the  doctor 


— taking  time  off  work  and  waiting  in 
the  surgery — will  probably  act  as  more 
of  a  deterrent  than  the  cost  of  the  pre- 
scription, In  PAGB's  belief,  increase  in 
self-treatment  could  also  be  more  a  re- 
sult of  the  increasing  acceptance  of 
home  medication  as  a  philosophy. 

Analgesics 

Eighty-six  million  doses  of  the  major 
branded  analgesic  cold  remedies  went 
across  the  counters  of  independent 
chemists  last  year — some  60  per  cent  of 
total  sales.  This  number  of  doses  was 
over  11  per  cent  more  than  the  previous 
year,  making  the  market  worth  nearly 
£6  million  through  chemists. 

The  most  noticeable  movement  was  in 
the  lemon  treatments,  as  a  result  of  in- 
tense rivalry  between  Lemsip  and 
Beecham's  Hot  Lemon.  Increases  in  this 
sector  gave  lemon  treatments  a  record  40 
per  cent  of  cold  remedy  sales  with  the 
two  lemon  brands  worth  £2.4  million. 

Beecham  are  planning  to  back  their 
brand  with  £500,000  worth  of  national 
television  advertising  and  a  variety  of 
displays  are  linked  with  the  "tools  for 
the  trade"  promotion  in  which  phar- 
macists are  offered  incentives  for  dis- 
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viral  origin,  it  is  difficult  to  imagine 
how  the  antibacterials  can  be  of  help 
except  in  the  presence  of  bacterial 
overgrowth.  The  doses  of  the  topical 
anaesthetics  are  probably  too  low  to  be 
effective  (24).  However,  lozenges  and 
mouthwashes  can  be  useful  in  making 
patients  feel  that  something  is  being 
done.  They  also  help  to  refresh  the 
mouth.  Sucking  lozenges  induces  a  re- 
flex secretion  of  saliva  which  may  there- 
fore soothe  the  pharynx. 

Coughing  which  results  from  irritation 
of  the  respiratory  tract  is  often  one  of 
the  more  troublesome  symptoms  of  the 
common  cold  especially  when  it  is  dry 
and  non-productive.  Its  suppression  has 
'been  reviewed  in  a  recent  article  (25) 
and  will  therefore  not  be  considered  in 
detail.  It  is  perhaps  sufficient  to  say  that 
the  suppression  is  justified  when  it  is 
obviously  keeping  the  patient  awake  at 
night  or  otherwise  exhausting  him.  Sup- 
pression is  inadvisable  when  the  cough 
is  productive  and  may  in  fact  be  dan- 
gerous. In  such  cases  relief  may  be  pro- 
vided by  a  steam  inhalation. 

Combination  products 

As  has  been  discussed,  the  common 
cold  is  often  accompanied  by  several 
symptoms.  It  is  not  surprising  therefore 


that  a  large  number  of  combination 
products  are  available  for  their  simul- 
taneous relief.  While  the  two  or  three 
component  products  are  often  justifiable 
when  the  doses  present  are  adequate  for 
activity,  the  same  cannot  be  said  about 
the  more  complex  formulations  with 
suboptimal  dosages  of  the  active  ingre- 
dients. Familiarisation  with  some  of  the 
more  popular  preparations  is  essential  for 
effective  counter-prescribing.  Sustained 
release  formulations  are  also  popular  al- 
though absorption  from  these  is  often 
erratic  and  incomplete. 

Conclusion 

Since  no  curative  treatment  for  the 
common  cold  is  known  yet,  management 
must  be  aimed  at  symptomatic  relief. 
Recovery  is  usually  uneventful  although 
in  some  patients  complications  may  lead 
to  sinusitis  which  can  become  chronic. 
Other  complications  may  involve  the 
ear  and  the  lower  respiratory  tract  so 
that  vigilance  is  always  necessary. 
Young  infants  and  the  elderly  are  par- 
ticularly vulnerable  and  medical  super- 
vision may  be  required.  If  conjunctivitis 
is  present  in  a  child,  measles  must  be 
considered  (26). 

A  list  of  references  numbered  in  the 
text  is  available  from  the  author. 


playing  the  company's  winter  remedies 
(C&D,  September  8,  p346). 

Reckitt  &  Colman  are  planning 
£500,000  worth  of  television  support  for 
Lemsip  through  to  March  1980  and  the 
"Lemsip  for  colds"  poster  should  be  seen 
at  televised  soccer  matches.  A  full  range 
of  display  material  is  available  through 
representatives. 

Despite  the  impact  of  the  newer  cold 
treatments,  the  long  established  Beech- 
am's powders  and  tablets  scored  increases 
of  over  10  per  cent  more  on  turnover 
and  7  per  cent  more  doses  taken  last 
year.  A  national  television  campaign 
worth  £30,000  uses  30-  and  15-second 
commercials  to  get  across  the  "feel  better 
fast"  slogan. 

Beecham's  powders  are  also  being  sup- 
ported by  a  £90,000  Press  campaign  in 
the  Daily  Express,  Sun,  Daily  Mail,  Daily 
Record,  News  of  the  World,  Star,  Daily 
Mirror,  Sunday  People  and  Sunday 
Mirror.  Display  units  for  counter,  win- 
dow or  shelf  are  available.  The  campaign 
starts  on  November  5  for  six  weeks. 

Night-time  elixirs  are  worth  over  £3 
million  at  rsp,  according  to  Richardson- 
Merrell  Ltd.  Beecham  say  sales  of  Night 
Nurse  increased  6  per  cent  to  take  over- 
all leadership. 

Although  growth  in  this  sector  slowed 
last  season  compared  with  previous  years, 
these  companies  'believe  there  is  consid- 
erable potential  for  expansion  as  consu- 
mers become  more  familiar  with  the 
multi-symptom  concept.  The  new  "day 
and  night"  remedies  are  also  expected 
to  help  by  increasing  consumer  aware- 
ness (see  p4). 

According  to  Graeme  Hannah, 
Nicholas  Laboratories  Ltd's  pharmaceu- 
tical division  marketing  manager,  general 
purpose  analgesics  are  still  very  impor- 
tant in  treating  cold  and  'flu  symptoms. 
"In  fact  recent  research  suggests  that  in 

Continued  on  p18 
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Benylin  For  f i  f  Ted  Linct  us 

the  inside  story 


Benylin  Fortified  Linctus  is  just  what 
its  name  implies.  In  this  unique  formula, 
the  proven  anti-tussive  Benadryl* 
(diphenhydramine  hydrochloride) 
is  fortified  by  another  soothing 
agent,  dextromethorphan  hydro- 
bromide. 


With  this  double  attack  you  can 
cope  effectively  with  the  most  stubborn 
dry,  irritating  coughs.  Its  a  very 
good  product,  sold  only  through  the 
pharmacy,  and  very  worthy  of  your 
recommendation.  Benylin  Fortified 
Linctus,  for  the  dry  irritating  cough. 


Composition: 
Each  5ml  contains 
Diphenhydramine  hydrochloride  B.P.  14mg 
Dextromethorphan  hydrobromide  B.P.  6.5mg 
Sodium  citrate  B  P.  57 mg 
Menthol  B.P.  t.lmg 


PARKE-DAVIS 

good  products  for  you  and  your  customers 


Indications: 

for  the  relief  of  persistent  dry,  irritating  coughs. 
Dosage: 

Adults:     Two  5ml  spoonsful  every  4  hours. 
Children:  6-12  years;  One  5ml  spoonful  every  4  hours. 

l-5Years:  Half  o  5ml  spoonful  every  4  hours. 


Contra-indicoiions,  warnings  etc. 

May  cause  drowsiness.  If  affected,  the  patient  should  not  drive  or 
operate  machinery.  Avoid  alcoholic  drink.  Known  hypersensitivity  to 
ony  of  the  active  constituents. 

As  with  any  other  medicine,  care  should  be  taken  in  administration 
during  pregnancy. 

n  1  n — l .„ — i  n  mdi/wuo. — i.,_ji;„ 


Legal  Category:  P 

Package  Quantities:  1 25ml  cartoned  glass  bottle 
Price  to  pharmacy,  42  pence  (ex.  V.A.T. ) 


A  buoyant 

market 

predicted 

Continued  from  p16 

at  least  40  per  cent  of  cold  sufferers  and 
over  30  per  cent  of  'flu  sufferers  pur- 
chase OTC  analgesics",  he  maintains. 

These  figures  are  borne  out  by  the 
fact  that  the  total  analgesic  market 
grows  significantly  during  the  winter. 
Nicholas  claim  that  much  of  Aspro 
Clear's  recent  growth  (40  per  cent  in 
volume  terms  in  the  12  months  to 
August)  has  been  stimulated  by  the  re- 
cent introduction  of  the  30  tablet  pack 
which  now  accounts  for  30  per  cent  of 
Aspro  Clear  tablet  sales  through  phar- 
macies. The  company  hopes  to  spend 
£650,000  on  advertising  the  product  over 
the  next  year,  mainly  on  television. 

During  the  winter  Reckitt  &  Colman 
will  be  spending  over  £600,000  on 
Disprin,  whose  sales  also  show  a  signi- 
ficant response  to  the  incidence  of  colds 
and  'flu.  As  with  Aspro  Clear,  this  is  the 
heaviest  advertising  campaign  the  brand 
has  yet  enjoyed. 

Sterling  Health  are  to  increase  their 
advertising    support    for    the  Coldrex 


range  this  coming  winter.  A  £350,000 
national  television  advertising  campaign 
is  planned  to  start  with  a  three  week 
burst  on  November  12  and  a  further 
burst  is  planned  for  December  and 
January. 

The  advertisement  will  be  the  "Antarc- 
tic" commercial  which  last  year  increased 
brand  awareness  by  30  per  cent.  The 
commercial  features  the  entire  range — 
tablets,  lemon  and  blackcurrant  powders, 
nasal  spray,  antiseptic  throat  lozenges 
and  cough  syrup.  A  pre-packed  counter 
unit  is  available  ex-car  from  the  com- 
pany's representatives. 

Mr  John  Vale,  sales  director  of  Inter- 
national Chemical  Co,  believes  there  is 
a  high  statistical  probability  of  a  major 
flu  epidemic  this  year,  so  their  two  brands 
Anadin  and  Dristan  will  receive  maxi- 
mum support  this  winter. 

As  soon  as  the  incidence  of  colds  starts 
to  rise,  two  new  television  commercials 
demonstrating  how  Anadin  relieves  cold 
and  flu  symptoms  will  be  added  to  the 
"headache"  commercials.  Continuous 
advertising  will  appear  in  all  regions 
during  the  winter.  Dristan  nasal  mist  and 
decongestant  tablets  will  be  advertised 
on  television  and  in  the  Press. 

Decongestants 

The  decongestants  market  shows  signs  of 
renewed  activity  after  the  major  gains  it 
made  from  the  launch  of  Sinex  spray. 
Estimates  of  value  vary  from  £3  million 
to  over  £6  million  at  rsp  according  to 


whether  drops  and  rubs  are  included  with 
the  more  "ethical"  products. 

The  spray/drop  category  is  believed 
to  have  increased  by  12  per  cent  in 
volume  last  year.  Richardson-Merrell  say 
the  nose  drop  category  was  remarkably 
buoyant  despite  a  lack  of  marketing 
activity  by  the  leading  brands. 

This  winter,  Sinex  spray  will  be  sup- 
ported nationally  on  television  as  part  of 
the  £550,000  Sinex  range  campaign.  Fol- 
lowing a  successful  test  market  in  the 
north  of  England,  Sinex  nose  drops  are 
being  launched  nationally  this  winter  with 
a  national  television  campaign  supporting 
the  brand  until  February. 

Last  winter,  say  Richardson-Merrell, 
Vaporub  consolidated  its  dominant 
market  leadership.  Sales  volume  increased 
significantly,  particularly  in  London, 
South,  Midlands  and  Wales/ West  ward 
where  the  brand  was  supported  by  tele- 
vision advertising.  This  winter  the 
product  will  be  supported  nationally 
from  November  to  February  at  the  level 
of  £450,000. 

Mucron  is  promoted  evenly  throughout 
the  year  at  the  rate  of  around  £300,000 
per  annum  using  national  Press.  Inter- 
national Laboratories  say  that  the  intro- 
duction of  the  newer  multi-symptom 
cold  treatments  appears  to  have  had  little 
effect  on  Mucron,  which  is  aimed  more 
at  catarrh  sufferers  rather  than  the 
specific  "cold"  market. 

Do-do   is   promoted   throughout  the 

Continued  on  p20 
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Benyttn  Poediotric 

the  favourite  for  children's  coughs 


When  you  recommend  Benylin 
Paediatric  you  know  it'll  be  effective, 
because  it's  specially  formulated  for 
children,  and  is  based  on  the  proven 
anti-tussive  Benadryl*  (diphen- 
hydramine hydrochloride).  It's  an 
established  pharmacy-only  product. 


It's  very  acceptable,  too.  Children 
find  its  pleasant  raspberry  flavour 
easy  to  take.  Just  think-you  could 
be  giving  the  parents  a  good  night's 
rest  as  well  as  the  child  when  you 
recommend  Benylin  Paediatric. 


PARKE-DAVIS 

good  products  for  you  and  your  customers 


ntains 

amine  hydrochloride  B.P.  7mg 

te  B.P.  28.5mg 

0.55mg 


Indications 

For  the  relief  of  cough  and  its  congestive  symptoms. 
Dosage: 

ORAL  Children  1  to  5  years,  One  5ml  spoonful  every  three  hours 
Children  6  years  and  over,  two  5ml  spoonsful  every  three 
hours 


Contra-indications,  warnings  etc. 
May  cause  drowsiness.  If  affected,  the  patient  should  not  drive  or 
operate  machinery.  Avoid  alcoholic  drink.  Known  hypersensitivity  to 
any  of  the  active  constituents. 

As  with  any  other  medicine,  care  should  be  taken  in  administration 
during  pregnancy. 


Legal  Category:  P 

Package  Quantities.  1 25ml  cartoned  glass  bottle 
Price  to  pharmacy,  35  pence  (ex.V.A.T.) 


 .  -  

COUGHS— A  TREND  TO 
SELF-MEDICATION 


The  market  for  OTC  cough  medicines 
was  worth  over  £20million  in  the  12 
months  ending  February  1979,  an  in- 
crease of  25  per  cent  over  the  previous 
12  months,  according  to  LRC  Products 
Ltd. 

LRC's  figures  show  that  proprietary 
products  moved  faster  than  the  "ethical" 
sector  and  increased  by  28  per  cent 
during  the  12  month  period,  now  ac- 
counting for  42  per  cent  of  the  total 
market.  "Ethical"  products  increased  by 
23  per  cent  and  now  account  for  58  per 
cent  of  the  market.  The  company  says 
that  the  gap  between  proprietary  and 
"ethical"  products  is  likely  to  narrow 
still  further  with  each  sector  accounting 
for  an  equal  share  of  the  market  by  1980. 

LRC  believe  that  one  factor  which  has 
influenced  the  trend  towards  increased 
sales  of  proprietary  remedies  was  last 
year's  Government  publicity  campaign 
encouraging  people  to  use  home  medi- 
cation for  light  coughs  and  colds  instead 
of  going  to  the  doctor. 

"The  recent  increase  in  prescription 
charges  to  45p  will  also  influence  custo- 
mers to  rely  on  a  pharmacist's  advice  for 
minor  ailments,"  suggests  Mike  Broad- 
bridge,  LRC's  health  product  group 
manager.  "There  is  often  little  difference 
between  a  prescription  charge  and  the 
cost  of  proprietary  products — for  ex- 
ample a  75ml  bottle  of  Galloway's  or 
Buttercup  cough  syrup  costs  46p." 

In  independent  chemists,  the  Whole 
OTC  sector  grew  by  nearly  5  per  cent 
in  volume  and  13  per  cent  in  value  to 
£7million  last  year. 

The  Benylin  range  still  dominates  this 
non-prescription  part  of  the  chemist 
market — and  all  without  consumer  ad- 
vertising. Parke-Davis  believe  the  brand's 


Decongestants 

Continued  from  pi 8 

year  in  the.  national  Press  at  the  level  of 
£200,000  per  annum. 

Contac  400  will  receive  its  largest  ever 
winter  television  campaign  this  year, 
plus  support  from  a  national,  outdoor 
poster  campaign  until  mid-November 
featuring  the  theme  "Hey,  you  with  the 
runny  nose."  Menley  &  James  are  offer- 
ing "key  outlets"  a  counter  display  cap- 
sule which  will  be  placed  by  the  recently 
appointed  national  sales  force  who  are 
offering  trade  bonuses  and  are  also  selling 
the  full  range  of  Mentholatum  products. 

Beecham  are  enlarging  their  test  market 
for  Catarrh  capsules  to  Westward  and 
Lancashire  television  areas  following  a 
successful  test  in  Wales. 

Wander  Pharmaceuticals  are  offering 
a  discount  of  12  for  10  on  display  outers 
of  12  Triominic  and  Triogesic  12-tablet 
packs  until  November  30. 


the  effective 
cough  treatment 
for  all  the  family 


reputation  has  built  up  over  the  years 
firstly  because  it  is  effective  and  secondly 
because  it  is  usually  bought  on  profes- 
sional recommendation.  All  the  Benylin 
OTC  products  are  on  bonus  this  winter. 

The  company  introduced  Parker's 
linctus  as  a  pharmacy  only  product  to 
help  chemists  compete  when  other  ad- 
vertised brands  were  available  from  non- 
pharmacy  outlets.  Having  established  the 
brand  with  television  advertising,  Parke- 
Davis  are  now  reverting  to  their  policy 
of  selling  the  product  by  professional 
recommendation. 

Another  pharmacy  only  brand  gaining 
ground  is  Actifed,  and  Wellcome  Foun- 
dation Ltd  report  that  sales  of  the  com- 
pound linctus  increased  31  per  cent  dur- 
ing the  12  months  up  to  August,  when 
compared  with  the  previous  year. 

In  the  advertised  brands,  Beecham 
claim  leadership  with  Veno's  whereas 
LRC  claim  a  manufacturer's  lead  with 
Galloway's,  Buttercup  and  Liqufruta. 
Mike  Broadbridge  believes  advertising 
was  largely  responsible  for  a  volume 
growth  of  15  per  cent  and  25  per  cent 
respectively  in  Galloway's  and  Buttercup 
during  last  year's  peak  selling  period 
(September  1978  to  April  1979),  com- 
pared with  the  previous  year. 

Heavier  advertising  is  planned  this 
winter  with  Galloway's  on  London, 
Southern  and  Anglia  television  during 
November,  December  and  January,  while 
Buttercup  is  to  be  advertised  on  Lanca- 
shire, Midlands,  Trident,  Central  Scot- 
land, Harlech,  Westward  and  Border 
television  over  the  same  period.  Liqu- 
fruta will  be  advertised  in  women's  maga- 
zines between  November  and  February. 

Sales  of  honey  &  lemon  Veno's  now 
equal  sales  of  the  original  version  and 
a  £250,000  national  television  campaign 
this  winter  features  children's  and  adult 
use  of  the  two  flavours  equally.  Display 
material  is  integrated  with  all  the  oppor- 
tunities of  the  "tools  of  the  trade"  pro- 
motion. As  a  contingency  plan  during 
the  ITV  strike,  Beecham  arranged  for 
£90,000  worth  of  national  Press  advertis- 
ing to  run  from  November  5  for  six 


weeks.  Advertisements  will  appear  in  the 
Daily  Express,  Sun,  Daily  Mail,  Daily 
Record,  News  of  the  World,  Star,  Daily 
Mirror,  Sunday  People  and  Sunday 
Mirror. 

Hills  Pharmaceuticals  Ltd  are  spending 
over  £40,000  on  Hills  balsam  this  winter 
in  the  national  newspapers  and  women's 
Press.  Hill's  junior  balsam  will  have  a 
campaign  on  its  own  during  late  1979 
and  the  spring  of  1980,  using  women's 
Press. 

Chefaro  Proprietaries  are  using  a 
"tactical"  budget  for  Owbridge's  cough 
syrup.  Press  and  radio  advertisments  will 
appear  as  and  when  the  company  feels 
the  season  is  peaking,  and  will  be  related 
to  the  weather  reports. 

Advertising  for  Famel  in  the  national 
newspapers  during  January  and  February 
1980  will  spend  £100,000.  A  display  unit 
with  dummy  packs  can  be  used  for  win- 
dow displays  or  the  gap  between  the  top 
of  the  shelving  and  the  ceiling;  shelf  strips 
and  door  stickers  are  also  available. 

Optrex  Ltd  are  offering  bonuses  on 
mixed  parcels  of  six  dozen,  12  dozen  or 
18  dozen  Famel  products. 

The  Wander  Pharmaceuticals  bonus 
(through  wholesalers)  of  12  for  11  dis- 
count on  each  outer  of  12  Triopaed 
syrup  and  Triocos  100ml  continues  until 
November  30. 

Thornton  &  Ross  Ltd  are  advertising 
Covonia  in  the  Sun,  Daily  Mirror,  News 
of  the  World,  Sunday  People,  Sunday 
Post  (Scotland),  Belfast  Telegraph,  Rea- 
ders Digest,  Woman,  Woman's  Own, 
Woman's  Weekly  from  December  to  the 
end  of  March  1980,  two-thirds  being 
"buyline"  copy  in  the  magazines. 

Flavours  important  . 

According  to  LRC,  flavours  play  an 
important  role  in  cough  medicine  sales  as 
they  help  to  establish  brand  loyalty. 
Mothers  often  buy  milder  flavours,  such 
as  honey  and  lemon,  for  younger  children 
and  continue  to  purchase  the  same  flav- 
our until  the  teens  when  a  stronger  flav- 
our is  preferred. 

LRC  say  that  chemists  can  increase 
total  sales  of  cough  medicines  by  stock- 
ing a  good  variety  of  flavours.  Controlled 
store  trials  showed  that  sales  of  Gallo- 
way's more  than  doubled  when  original 
and  honey  &  lemon  flavours  were 
stocked,  compared  to  when  original 
only  was  stocked. 

Another  feature  of  the  cough  medicine 
market  is  the  trend  in  recent  years  to- 
wards small  and  medium  sized  bottles. 
"The  housewife  may  be  tempted  to 
sample  a  cough  medicine  for  the  first 
time  because  of  an  advertising  campaign," 
explains  Mike  Broadbridge.  "As  a  trial 
purchase  she  will  buy  a  small  size  and 

Continued  on  p23 
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Pulmo  Bailly : 
it  even  tastes 

like  it's  doing 
some  good. 

Pulmo  Bailly  is  not  like  other  cough  remedies. 

For  a  start,  its  formulation  is  so  strong  that  it 
needs  to  be  diluted  with  water. 

It's  a  pharmacy  medicine  so  it  can  only  be  sold 
through  chemists  and  cannot  be  displayed  within 
easy  reach  of  customers. 

Finally,  Pulmo  Bailly  has  a  really  strong  taste. 
Children  won't  take  to  the  flavour.  For  that  matter, 
neither  will  many  adults. 

Despite  all  these  disadvantages,  thousands  of 
people  take  Pulmo  Bailly  for 
their  cough. 

Perhaps  they  think  that 
anything  that  tastes  so  bad 
must  be  doing  them  good. 

Pulmo  Bailly's  medically- 
approved  formula  contains 
Codeine  to  soothe  the  cough 
reflex  from  the  brain  and 
Guaiacol  to  loosen  phlegm. 

So  stock  and  recommend 
Pulmo  Bailly. 

It's  the  adult  remedy  for 
the  adult  cough. 


Pulmo  Bailly 

The  adult  remedy  for  the  heavy  cough. 


Above:  A  selection  of  display  material.  The  Vicks  "lozenge  tree" 
holds  60  packs.  Below:  Kimberly-Clark  are  about  to  launch  two 
new  Kleenex  for  Men  promotions;  the  "cashmaker"  offer  runs 
until  December  31.  The  company  says  the  total  facial  tissues 
market  is  worth  about  £55  million  at  rsp  and  the  mansize  tissue 
sector  grew  16.7  per  cent  during  the  first  nine  months  of  this  year 


AAAAAAAAAAAAAA,      !  AAjUAAAAAA 
AAAAAAAAAAAAAAAAAAAAAAAAAAA AAA 
AAAAAAAAAAAAAAAAAAAAAAAAAAAAAA 
A AAA AAAAAAAAAAAAAA AAA AAA AAA AAA 

JJAAAAAAAfA  A"'  A  A^^^^JJ .J^A 


AAAAAAAMA^MMAMAiAAATAAAAAAAAAAAAA 

,  ,   AAAAAAAAAAAAAA A A AAAAAAAAAAAAAA 

aaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaa 
a-aaAaAAaAaAaAaA^aa4aaAaaaaaAAaaa 

Vrrrrrr"   


22 — Supplement  to  Chemist  &  Druggist  November  3,  1979 


A  trend  to 
self-medication 
for  coughs 

Continued  from  p20 

move  on  to  a  larger  size  later  when  the 
brand  is  repurchased." 

In  recent  years  too  Government  pub- 
licity campaigns  have  discouraged  con- 
sumers from  keeping  large  quantities  of 
medicines  in  the  home — people  have 
tended  to  buy  smaller  bottles  more  often, 
says  the  company.  This  trend  suggests 
that  chemists  with  limited  space  should 
give  priority  to  the  small  and  medium 
sizes  of  cough  syrups. 

Additionally,  chemists  should  maintain 
a  small  display  of  cough  medicines  dur- 
ng  the  summer  months.  Although  most 
sales  are  made  in  the  winter,  41  per  cent 
occur  from  March  to  September. 

Medicated  sweets 

The  public  may  have  coughed  and 
spluttered  their  way  through  the  long, 
cold  winter  of  1978-79,  but  it  meant  a 
healthy  time  for  the  medicated  sweets 
market.  With  spring  being  more  than  a 
little  late,  the  peak  selling  season  for 
medicated  confectionery  continued  well 
nto  April. 

"This,  coupled  with  a  relatively  high 
ncidence  of  coughs  and  colds,  kept  the 
market  very  buoyant,"  comments  Mike 
Tayler,  group  product  manager  for  Halls 
Mentholyptus. 

Other  sources  quote  a  10  per  cent  in- 
crease in  unit  sales  for  the  year  to  April 
1979  compared  with  the  previous  year. 

The  medicated  confectionery  market  is 
notoriously  difficult  to  quantify  as  it 
covers  a  multitude  of  brands  and  differ- 
ent types  of  products.  Tn  chemists  the 
'semi  ethical"  brands  such  as  Strepsils, 
Merocets,  Tyrozets  and  Dequadin  dom- 
nate  the  turnover  whereas  the  more 
confectionery-orientated  brands  have  a 
clear  dominance  in  grocers  and  CTNs. 

According  to  Richardson-Merrell  Ltd, 
last  season  chemists  improved  their  share 
of  the  £20m  at  msp  medicated  confec- 
tionery market  from  26  per  cent  to  32 
per  cent  compared  with  the  previous 


year.  The  company  claims  that  heavy 
advertising  for  the  Vicks  range  played  a 
major  part  in  helping  the  chemist  sector 
improve  its  overall  share.  Last  season, 
Richardson-Merrell  decided  that  their 
range — which  is  primarily  distributed  in 
chemists — should  be  well  supported  to 
reverse  the  trend  towards  other  outlets 
brought  about  by  heavily  advertised 
brands  such  as  Victory  V,  Tunes,  Halls 
and  Hacks. 

The  company  plans  to  advertise  Vicks 
original  lozenges  on  television  for  the 
first  time  in  many  years,  starting  this 
month  in  Lancashire,  Yorkshire  and  the 
Midlands.  In  response  to  demand,  the 
blackcurrant  and  wild  cherry  flavours  are 
being  reintroduced  after  their  with- 
drawal two  years  ago.  The  product  is  re- 
named "original"  lozenges  to  distinguish 
it  from  Double-action  and  to  reinforce  it 
as  a  brand  which  has  stood  the  test  of 
time. 

Vicks  Cough  Calmers  will  receive  tele- 
vision support  this  winter  in  those  areas 
which  were  unsupported  last  season — 
from  mid  November  to  the  beginning  of 
December  in  the  Midlands,  Lancashire 
and  Anglia  areas,  with  a  campaign  in 
November  and  in  January  in  the  Wales 
and  Westward  areas.  Double-action  is 
expected  to  receive  television  support  in 
the  major  regions. 

A  "lozenge  tree"  is  available  through 
the  sales  force  for  the  original  lozenges, 
together  with  other  merchandising 
material  for  Double-action  and  Cough 
Calmers. 

Beecham  say  sales  of  Mac  rose  27 
per  cent  last  winer,  with  the  prime 
mover  in  this  increase  being  Honey-lem. 
"There's  a  lot  more  room  for  growth," 
says  Beecham's  Peter  Glynn-Jones,  "by 
more  chemists  stocking  Honey-lem 
alongside  medicated."  New  15-  and  30- 
second  television  commercials  are  planned 
to  go  out  nationally  this  autumn. 

Beecham  recently  acquired  Sucrets 
which,  they  say,  have  made  a  consider- 
able impact  in  the  Scottish  test  area. 

Research  done  on  Mentholyptus  indica- 
ted that  medicated  confectionery  in  gen- 
eral is  eaten  equally  to  soothe  dry  or 
sore  throats  or  to  relieve  a  hacking  chesty 
cough. 

"The  development  of  the  range,  which 
now  encompasses  honey  and  lemon, 
liquorice  and  aniseed,  extra  strong,  black- 


current,  raspberry  and  honey  and  the 
famous  original,  means  we  are  able  to 
offer  products  for  all  cough  and  cold 
symptoms  in  a  variety  of  flavours  and 
strengths  to  suit  all  palates,"  comments 
Mike  Tayler. 

Impulse  buys 

Mr  Tayler  stresses  the  importance  of 
impulse  buys  in  the  medicated  confection- 
ery market.  He  feels  that  some  re- 
tailers lost  sales  during  last  winter's 
boom  because  they  were  out  of  stock  of 
popular  brands  or  did  not  make  the  most 
of  impulse  buys  by  having  eye-catching 
displays  in  prominent  positions. 

The  brand  has  its  heaviest-ever  tele- 
vision advertising  campaign  this  winter. 
A  new  45-second  commercial  is  scheduled 
to  be  on  screens  throughout  the  country 
from  December  to  February — the  height 
of  the  "colds'  season". 

The  advertisement  is  the  longest  that 
the  distributors.  Halls  Hudnut,  have  ever 
done  for  Mentholyptus  and  points  out 
that  the  range  of  flavours  appeals  to  all 
tastes.  The  campaign  includes  a  15-sec- 
ond  "top-up"  commercial. 

Ernest  Jackson  &  Co  Ltd  are  increas- 
ing their  spend  on  Throaties  to  maintain 
the  substantial  increase  in  sales  gained 
through  pharmacies  during  the  past  three 
years.  They  are  mounting  a  campaign 
this  winter  with  over  120  advertisements 
in  the  national  Press. 

Barker  &  Dobson  say  sales  of  Hacks 
rose  by  two-thirds  last  year  as  a  result  of 
the  relaunch  and  award-winning  "Hacks 
frog"  commercial.  The  same  formula 
will  be  followed  this  year  with  the  tele- 
vision commercial  being  extended  to 
other  areas  besides  London,  Southern, 
Anglia  and  Granada  where  the  commer- 
cial brought  about  most  of  the  growth 
last  year.  Special  promotional  terms  are 
available  on  Hacks  and  Victory  V. 

Lofthouse  of  Fleetwood  Ltd  are  adver- 
tising Fisherman's  Friend  in  national 
newspapers  until  the  end  of  March  1980. 

Hill's  bronchial  balsam  pastilles  are 
running  their  largest  advertising  support 
ever  this  season.  The  campaign — with  a 
spend  of  almost  £50,000 — is  appearing 
in  the  major  national  Press. 

Finally  advertising  for  Potter's  catarrh 
pastilles  will  cover  all  the  popular 
national  daily  newspapers  from  Novem- 
ber through  to  early  March. 


Don't  let  that  Cold  take  hold ! 

Just  a  few  drops  of  VAPEX  inhalant 
is  the  clean,  different  way  for 
instant  relief 


Thomas  Kertoot  and  Company  Limited   Vale  of  Bardsley.  Ashton  under-Lyne.  Lanes 
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The  VlCKS  ProfitCentre 
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NEW!  Plastic 
dropper  bottle  with 


VlCKS 


For  over  50  years  VlCKS  have  led  the  way  in  the 
coughs  and  colds  market  with  products  that  your  customers 
trust. 

This  winter  we're  backing  them  with  a  winter-long 
£2M  television  and  marketing  programme  that  will  push 
up  sales  on  all  VlCKS  brand  and  increase  your  profits. 


At  the  centre  of  our  programme  is  the  new  compact 
VlCKS  counter  display  unit. 

It  only  takes  up  a  little  space  but  it  packs  in  a  lot  of 
profit. 

Give  VlCKS  products  prominent  display  in  your  shop 
and  turn  your  display  area  into  a  hard  working  profit  centre. 


Trust 

24 — Supplement  to  Chemist  &  Druggist  November  3,  1979 


VlCKS 


to  care  for  coughs  &colds 


